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CHECK-OUT 
VOLUME TRANSFER 
Faster...at Less Cost 
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EVERYWHERE - 
BRODIE is linked with Progress 
Here’s another example from the 


PACIFIC COAST 


...with BRODIE Full Capacity BiRotor Meters 








Model B-123 Brodie BiRotor Meter, available flanged for In almost continuous service, this full capacity 
10° or 12° lines, 150 or 300 psi. You never have to baby” 5,000 bbls/hr. Brodie BiRotor Meter keeps a con- 


a BiRotor Meter—it operates at full rated capacity. Model : 
D-12 Strainer is shown at meter inlet. stant tab on bulk volume transfer—speeding barge 

Brodie Automatic Temperature Compensator provides i ° 
net barrel reading corrected to measured volume at 60F. and tanker loading at Standard Oil Company of 
California’s Richmond “Long Wharf.” Continuing 
man-hour savings are effected by eliminating man- 


ual tank gauging costs. 


Whether you require 30 gpm or 5,000 bbls/hr. 
accurate sustained measurement, call in your Brodie 
Metering Specialist. 


For details on the Brodie Model B-123 Meter, 
request Bulletin No. 654. 814 


: RALPH N. BRODIE COMPANY 
, San Leandro, California, U.S.A. 

CABLE ADDRESS: ‘‘BRODICO” 

MT, VERNON, N.Y., 550 So. Columbus Ave, 


DALLAS 7, TEXAS, 167 Parkhouse St. 

SEATTLE 9, WASH., 221-9th Ave. N. 

CHICAGO OFFICE: 1227 Circle Ave., Forest Park, Ill. 
LOS ANGELES 22, CALIF., 5401 Sheila Street 








REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES IN ALL PRINCIPAL CITIES 








“Ethyl” Multi-Purpose Additive gives your gasoline all three: 


MOST EFFECTIVE DETERGENCY 
ANTI-STALLING, ANTI-CORROSION 
AT LOWEST POSSIBLE COST 


Save the cost of combining additives—use ““Ethyl’’ Multi- 
Purpose Additive to give your gasoline all three of these 
important selling points: 


1. Effective Detergency. ‘Ethyl’? Multi-Purpose Additive removes car- 
buretor deposits and prevents further deposits. This action frees motorists 
from carburetor clean-ups and contributes to better mileage. 


2. Effective Anti-Stalling.‘‘Ethyl’’ Multi-Purpose Additive prevents stall- 
ing due to carburetor icing in most cars under most conditions. The additive 
coats the vital parts of the carburetor with a film, which prevents ice crystals 
from adhering to the surface. 


3. Effective Anti-Corrosion. “Ethy!’’ Multi-Purpose Additive acts as a 
rust inhibitor, forming a protective coating on the interior walls of the entire 
fuel system. It also gives the same protection against corrosion in your stor- 
age tanks and pipelines. 


Cost is low — just nine-tenths of a cent per barrel of gasoline! How else can 
you add so much promotional value to your gasoline for so little? 


Talk to your Ethyl Representative soon. He’ll give you the full story, and 
outline the wide range of services—including sales promotion help—available 
when you buy “Ethyl’’ Multi-Purpose Additive. 


ETHYL CORPORATION, new york 17, N.Y. * TULSA * CHICAGO * LOS ANGELES 


ETHYL CORPORATION OF CANADA LIMITED, TORONTO ¢ ETHYL USA (EXPORT) NEW YORK 17, N.Y. 
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~NEW MAGNETIC CAP fi’ opw no. 1 FiL-o-marics 


That’s right! You don’t have to stand by 
idly holding this Nozzle. Just stick it in 
the fill pipe, squeeze the valve lever open 
and engage the hold-open latch. While 
it fills the tank you service the car, sell 
extras. When the tank is filled the Fil- 
O-Matic shuts off automatically. Saves 
time, labor, money. No overflows, no gas 
stains on car body to clean off, no angry 
customers. 


FULLY AUTOMATIC 


Stop working for your pump nozzle. Get the Sy | UT- '@) FF N © V4 Zz LE 
Nozzle that works for you—OPW’S No. 1 Fil- 
O-Matic, the Fully Automatic Shut-Off Nozzle. fex=Vaaalit- you te) give two-man 


Write on your letterhead for more information. 


Use fill—up time for customer attention time | 


CORPORATION 


VALVES @ FITTINGS @ ASSEMBLIES 
for handling hazardous liquids 


¥=s a slot-me Abie me) al-meat- len 


Now comes equipped with 


MAGNETIC CAP 
For Holding Gas Tank Fill Caps 








Gas tank cap stays right where you put 
it... right where it belongs . . on the 
nozzle . . . at the fill pipe . . . held 
securely in plain view while tank is filling. 
WHAT A RELIEF! NO MORE GRIEF! 
No more angry customers because of lost 
gas tank caps! 


2735 COLERAIN AVE. e CINCINNATI 25, OHIO e PHONE: Kirby 1-5400 Write For FREE Bulletin F-45 
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HOT STATIONS. The eye-jolting out- 
let above is only one of three in this 
issue that reflect hot new develop- 
ments in the station field. On page 
102 you'll get the details on the strik- 
ing Orbit canopy in the picture. On 
page 132 you'll read about the big 
potential of plastic panels for prefab 
construction. And on page 28 you'll 
see what Texans mean when they talk 
about “inverted umbrellas.” 


DIVERSITY. Jobbers once shied away 
from non-related business, but now 
the trend is reversing itself. Diversi- 
fication is proving itself a solid route 
to further growth, further profits. 
You can’t afford not to investigate it, 
if you’re a jobber or a marketer who 
works with jobbers. (Page 93) 
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TO HELP YOU FIND 

THE FACTS YOU NEED... 

TWO press-time “Green Sections” 
to bring you up-to-the-minute, 
easy-to-locate information. 

In the first (pages 71-74) you'll 
find tips on coming developments, 
Im the second (pages 169-180) 
you'll find a handy guide to the 
month’s markets and upcoming in- 
dustry meetings. 
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A POLICY OF WHICH WE ARE PROUD! 





Dealer Relations 


Policy 


...to let everybody know the Mobil Company’s basic beliefs 


about working with its Dealers... 


Here is a statement of Mobil’s business philosophy. 
We hold that the success of the Company’s sales 
efforts depends largely on the success of its dealers 
... and that any sound business relationship must 
be based on fair dealing, mutual understanding and 
respect. 

1. DEALER SELECTION. We seek to attract 
dealers with an aptitude for retailing, a desire to 
own their own business, an interest in their com- 
munities and a reputation for reliability and integrity. 


2. LEASES. In cases where we lease property to 


dealers, we offer up to 3-year leases to responsible, 
financially sound dealers who have shown that they 
will maintain or enhance the value of the property. 


3. STATION LOCATION. Our goal is for each 
Mobil dealer to be so located that the market from 
which he can draw trade is large enough to provide 
the opportunity for a profitable retail business. 


1. ADVISORY SERVICE. We continually train 
our sales representatives to give the dealer, when he 
desires it, practical, up-to-date advice on selling, 
management, merchandising, automotive develop- 
ments and operation methods. 


5. DISTRIBUTOR PROGRAMS, In areas where 
we market our products through a wholesale dis- 
tributor, we encourage our distributors to make 
available to their retail dealers the same programs 
which the Company has for dealers it supplies directly. 


6. CUSTOMER RELATIONS. We keep each 
Mobil dealer mindful of the marketing advantages of 
prompt, courteous service to his customers, and of 
keeping his station and rest rooms neat and clean. 


7. MEETING MANAGEMENT. Whenever a dealer 
wishes to talk with a member of Mobil Management, 
he is welcome—encouraged—to do so. 


8. LEASE RENEWAL. Where we lease a station 
to a dealer, we review his lease and discuss it with 
him well in advance of the expiration date. If 
further discussion is necessary, a conference is 
arranged to determine if the lease can be renewed 
on a mutually satisfactory basis. 


9. COMPETITION. We believe our dealers, as in- 
dependent businessmen in a competitive industry, 
realize that they cannot be guaranteed a net profit. 
Mobil dealers’ net profit depends on their efficiency, 
policies, service rendered and ability to operate 
within a competitive framework. 

10. DEALER INDEPENDENCE. Every Mobil 
dealer is an independent businessman, free to buy 
and sell our products and others, and free to operate 
his business as he sees best, subject only to laws and 
the conditions of written contracts with us. 


11. VACATING VHE STATION, If a dealer leaves 
a station, our District Manager will immediately 
seek a meeting with him for a final discussion of all 
aspects of his relationship with the Company. 


Mobil Oil Company 


A Division of Socony Mobil Oil Co., Inc., 150 East 42 Street, New York 17, N.Y. 
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Behind Our Headlines 





Diversification 


O™ OF THE MORE POPULAR topics of conversation 
at jobber meetings has been diversification, because 
it represents new efforts to enlarge business and profit 
potential. 

There’s nothing new in the principle, but there’s a lot 
of news in the many avenues being explored by jobbers 
these days. In fact, diversification seems to be a trend. 

To document some actual cases, Neil Brodersen ( Brody) 
called on a number of jobbers who have diversified. The 
first case histories in the series that resulted start on 
page 93. 


New ‘Meetings’ Location 


OR MANY YEARS, NPN’s list of coming meetings has 

been a fixture at the back of the magazine. Anyone 
looking for the date of a meeting turned to the last 
couple of pages and found the information. 

That page has been shifted to a new location. Starting 
with this issue, it will be found on the last page of the 
Big Green section (page 180 in this case). 

The list is a popular feature—so popular, in fact, that 
we feel it’s easier to spot in its new location. We feel 
it’s a reader service, making the ‘meetings’ page a little 
handier. 


More About Big Green 


HE BiG GREEN SECTION is out for the second time, 
(page 169). The reaction has been very good, and 
it seems to be doing the three things we set out to do: 
(1) It makes it easier to locate the price section. 
(2) It enables us to print prices a week later, giving 
you fresher information. 
(3) It dresses up the back of the magazine. 


Author! 


ERE’S A BOOK to take note of—Petroleum Products 
Handbook, by Virgil B. Guthrie. 

Many of us are as tickled as if we had written a book 
ourselves, because the author is an old friend, an NPN 
contributor, and one of the best-informed men in the 
oil business. A 40-year man in the industry, Guth used 

to be managing editor of NPN and later, 
editor of Petroleum Processing. About 
three years ago he retired and began 
working on this handbook. 

Thirty-two specialists contributed to 
it—a master reference of methods, in- 
formation and data. An imposing book 
of 864 pages and 459 illustrations, it was 
published by McGraw-Hill and sells for 

Virgil B. Guthrie $18.50. 

It looks like an indispensable book for any oil-industry 
library because of the abundance of information assem- 
bled between two covers. We hope Guth has a permanent 
best-seller on his hands! 


‘ 
fee , Editor 
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This little jiggerful is a pretty close 
measure of the average petroleum 
jobber’s profit per gallon. Lose it 
through spillage, pilferage or 
inaccurate measurement and you 
lose the profit on a whole gallon sold! 


Multiply this by the number of 
gallons one of your trucks handles. 

A small measuring error could 

give away $2,000 of your money 

in one year with the greatest of ease! 


This is why accuracy is the only 
important factor when buying a 
meter. All other factors, such as 
loss of head or a slightly lower 
price, take a back seat. 


Make sure you get true accuracy 
in three dimensions . . . accuracy 
at one rate of flow at any one time 
... accuracy over a wide range 

of flows . . . and most important, 
accuracy that’s sustained over 
many years, that doesn’t drift 
every time you turn your back. 


‘NTH (ss the profit on a whole gallon 


Neptune’s fine reputation and 
leadership is based on true 
three-dimensional accuracy. 

For positive personal proof, make 
your own tests. Keep comparative 
records. And ask your neighbors. 





Neptune oil equipment jobbers 
near you have all sizes for tank 
trucks, transports, refuelers, 
bulk plants and terminals. 








LIQUID 
NEPTUNE METER COMPANY / werer 


19 West 50th Street » New York 20, N. Y./ DIVISION 
Branches and Jobbers in All Principal Cities 








Three of Ripley Oil Company’s eight Macks line up to take on fuel for delivery throughout the 
big rural area serviced from the Ripley, Ohio, headquarters. Customer service rates high where 
fuel oil deliveries are concerned. That means using the most dependable trucks you can get. 


Dependable service 


Starts with dependable trucks 


“Dependable service makes old 
customers out of new, and our 


Mack trucks supply that depend- 
ability.” That statement’s from 
Mr. Richard Finney, president of 
Ripley Oil Co., Inc., of Ripley, 
Ohio. 

Ripley Oil operates in rural 
areas where operating conditions 
are frequently unfavorable. Yet, 
over the years, Ripley’s consistent- 
ly dependable service has resulted 


MACK 
for over 7 straight years 


by far in sales of 
diesel trucks 


FIRST NAME FOR 


TRUCKS 


in a steadily growing list of sat- 
isfied customers. 

You can be sure your customers 
get dependable service if Mack 
trucks do the job. Here’s why... 
a Mack truck is a quality vehicle. 
It is not just Mack-assembled — 
it’s Mack-bui/t. Mack manufac- 
tures its Own engines, axles, trans- 
missions, cabs, and other compon- 
ents. Every vital part is built by 
Mack for Mack trucks alone. Fur- 


om 


YOL CO m 


thermore, fuel oil distributors find 
that Mack quality means balance- 
sheet savings in repairs, parts re- 
placement, maintenance, fuel and 
downtime. 

Your Mack branch or distribu- 
tor will be glad to help you select 
the model best suited to your re- 
quirements. Mack Trucks, Inc., 
Plainfield, New Jersey. Mack 
Trucks of Canada, Ltd., Toronto, 


Ontario. it 











Letters 


Marketing Reorganization 


Readers tell why basic organizational 
changes are needed, outline problems 


To THE EpITor: 

You have touched upon a very 
important problem (“The Big Shake- 
ups,” NPN—Jan. p65). It is my ob- 
servation that the marketing of pe- 
troleum products has been done more 
by “hunch” than by analysis and 
planning. The shakeups are largely 
due to one thing: namely, low rates 
of return. Perhaps there is an added 
incentive: that is, to dispose of sur- 
plus crude. 

To my mind, improvements in mar- 
keting practices and organization are 
past due. Several years ago we in 
Conoco attempted to get better re- 
sults—and we did—by decentraliza- 
tion. We haven’t reached our ultimate 
goal yet. Improvement is needed in 
the selection and development of 
marketing personnel. Perhaps one 
might also add that the top execu- 
tive group needs “further education” 
in marketing problems. 

L. F. McCoLLuM 
President 
Continental Oil Co. 


The ability to reorganize basic 
structure is one of several tools avail- 
able to management for creatively 
adjusting to a dynamic environment. 

It is interesting to note that as 
each company meets the challenge in 
its own way, the national view shows 
an almost unified attempt to shorten 
lines of communication and place de- 
cision-making as close to the customer 
as possible. 

Changes of this kind are inevitable 
as the nation’s economy moves for- 
ward and our industry moves with it. 
By developing analysis such as “The 
Big Shakeups,” NPN provides the in- 
dustry with a practical and valuable 
service... 

Epwarp W. LANG 
Vice President, Sales 
Cities Service Oil Co. (Pa.) 


mI can recall marketing reorganiza- 
tions in our company in the ’20s, 
30s and ’40s also. And we are still 
looking hard for ways to improve 
our organization and increase its 
efficiency right now. 

Standard of California has some 
distinct differences in the marketing 
organizational patterns in its various 
operating companies. I think these 
differences are the result of widely 


varying market practices of our com- 
petitors in the various geographical 
areas and the sales positions of our 
operating companies in these areas. 

Where we are the market leaders 
we find it difficult to decentralize au- 
thority to the extent that we can 
where we have a small percentage 
of the available business. . . . 

We have largely abandoned the 
“great secrecy” surrounding organi- 
zation studies. . . . We have found 
that it pays to explain the objectives 
of organization studies to all con- 
cerned at the outset of a survey. 

B. W. PICKARD 

Vice President, Marketing 
Standard Oil Co. of California, 
Western Operations Inc. 


>I think it was very well done, and 

the only comment I would have 

made would be to ask you to check 

on the statement that “Jersey fumbled 

the communications in connection 
with the Humble merger.” 

WILLIAM NADEN 

Executive Vice President 

Humble Oil & Refiing Co. 


Having been around a long time, 
I have seen the very thing happen 
that you so well described, and my 
association with companies that have 
been blitzed indicate you did a very 
good job of research on this subject. 
F. K. CADWELL 

Director, Export & Refinery 

Bulk Sales 

Union Oil Co. of California 


The big change that should take 
place concerns the need for better 
businessmen in marketing, and this 
applies to every level. 

There are very few industries that 
encourage more private business than 
does the oil business. There are few 
free enterprisers in our American 
business systems who require more 
help than this group. Our problem 
has always been to expose this class 
of trade to people with enough 
knowledge to help them. 

The regimentation in organization 
and limitation of authority has taken 
a great toll in our business. The 
principal price we have had to pay 

(Continued on next page) 
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Superior quality forged body 
— precision machined 
Uniform wall thickness 
—no weak spots 
Extra heavy reinforcing rim 
larger diameter cam ears 


economy 


Uniform heavy 
wall thickness 
—no weak spots 


Recess retains gasket 
in coupler and assures 
proper placement 


your best buy is 


EVER-TITE 
-the best quality 


quick couplings 


—precision machined 
—accurate tolerances 


Bronze 
Aluminum 
Stainless 
Carbon 
Malleable 
Hastelloy 


You save time and 
money when you use 
EVER-TITE 
COUPLINGS, because 
you get speedy 
deliveries—no leaks. 
The tightness is 
** predetermined in 
manufacture so you 
can be sure with 
yeeatow EVER.TITE. 
and The EVER-TITE 
Coupler trademark ‘is a 
hallmark of 
dependability. 
EVER-TITES do the 
best job in the trans- 
fer of every type of 
product through 
hose or pipe. 

E Get EVER-TITE and 
get the best. Ask your 
distributor now. 
EVER-TITE COUPLING CO. INC. 
254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Standard | 
Adapter and Coupler 


EVER-TITE 
Shank 
Hose 
Coupling 


EVER-TITE Dust Protectors 


9 





THE VERSATILE 


S$ E R I 


500 


CONTROL VALVES 


for many uses 


Remote Control 
Pressure Regulation 
» Differential Pressure 
Rate of Flow 
Pressure Relief 
Multiple Pilot Operation 
¢ Non-Surge Check Valve 


Available in sizes 2 in. to 12 in., 
up to 600 psi, and 150° F. 


SEND FOR FULL DETAILS, TODAY 





Operates on balanced pressure principle 


Connections for external pilot 
or pilots 


Needle Vaive 








RALPH N. BRODIE CO. 


San Leandro, Calif., U.S.A. 
Cable Address: “BRODICO” 





is that we have not been able to 
produce men of good tough fiber 
with this system. 

You are quite right when you say 
that marketing is to have its day. 
It is high time that it did. I am 
sure that it will meet the challenge. 

EDWIN G. CoOPMAN 
President 
Wilshire Oil Co. of California 


>The important phase that has thor- 
oughly impressed me in regard to a 
reorganizing of people is the neces- 
sity for each of us to assist, in our 
small way, to see that a corporation 
retains its “heart.” The importance 
of morale cannot be overmphasized, 
and it is the “heart” aspects of a 
corporation that will assure this good 
morale and strong spirit of loyalty. 
T. H. BLACK Jr. 

Coordinator of Marketing Activities, 
Affiliated Companies 

Continental Oil Co. 


Dual-Brand Jobbers 


PAs I see it, it is all a matter of 
economics; and in the long run in a 
highly competitive market, such as 
gasoline, I think there will be an 
ever-increasing and snow-balling trend 
toward a common retail price level. 
The thing is completely absurd today 
in many of its aspects. 
D. C. WIxson 
Administrative Vice President, 
Marketing 
DX Sunray Oil Co. 


>This hasn’t been too much of a 
problem to us here on the West Coast 
. but as I see it, there is one 
adverse feature: namely, that you may 
be causing some people to think of 
taking actions which hadn’t previously 
occurred to them, and in this way 
compound the problem of distribu- 
tion. 
J. T. FOSTER 
General Sales Manager 
Retail-Operations 
Richfield Oil Corp. 


PI do not believe that the jobber 
marketing dual major brands will be- 
come a factor; rather, the jobber 
who markets dually with major and 
independent (cut-rate) brands can 
become significant (“Should Jobbers 
Go Dual-Brand?” NPN—Jan. p101). 

Having had some experience with 
this latter-type dual-brand market- 
ing, I must agree with your implica- 
tion that real managerial ability is 
vital. We are in the age of “the 
specialist.” Successful major-branded 
operation does not insure the same 
success to an independent-brand pro- 


gram because of the intrinsic difier- 
ence in fundamental objectives and 
how to achieve them. 

As competition for volume intensi- 
fies in the independent marketing of 
gasoline, sensitive direction and pro- 
motion is essential to keep pace. Gim- 
micks that worked for one type oper- 
ation may not work in the other; the 
conclusion from this, as you caution, 
is that this dual program is no panacea 
for the harried jobber... . 

WALTER HAMBURG 
Vice President 
Milton Oil Co. 
St. Louis, Mo. 


Financing Dealers 


>I am very much impressed with 
“Financial Backing for Dealers,” 
(NPN—Jan. p97).... 

The key to Earl Ince’s entire proj- 
ect seems to be in the agreement 
which permits the operator to con- 
vert from a commission plan to a 
lease plan at a preagreed time, based 
upon the station reaching a certain 
sales level. 

We in DX have, in a few cases, 
used a program approaching _ this 
method, and I see no reason why 
Ince’s plan could not be used on a 
larger scale. I particularly like the 
bookkeeping system. This service, at 
$25 a month, not only insures ade- 
quate bookkeeping for each station, 
but gives the jobber information and 
control over his dealers during this 
interim period. 

I plan to further promote this idea 
in future jobber management insti- 
tutes. 

Mr. Ince’s control over his dealer’s 
TBA purehases is sensible and fair, 
but I wonder how such a program 
will stand up under Roosevelt’s cur- 
rent TBA investigations. A jobber 
might get by with it, whereas a sup- 
plier might be treading on dangerous 
ground. I would like to see the legal 
ruling on it. 

B. R. Davis 
Manager, Trade Relations 
DX Sunray Oil Co. 


Listing Meetings 
Thank you for NPN’s new style of 
listing Management Institutes sepa- 
rately under “Coming Meetings”. We 
feel certain that it will help boost at- 
tendance at jobber management insti- 

tutes. 

W. P. MARQUAM 
Chairman, Jobber Management 
Institute Subcommittee 
American Petroleum Institute 
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STYLE BH TANK 
TRUCK HOSE 





Can you really afford to gamble on hose that “might” do the job—that “may” 
stand up—in your day-in, day-out operations? 

Thousands of oil marketers play it safe — simply by staying with Goodyear 
hose for any and every job from drilling wells to filling gas tanks. 


They know Goodyear quality never wavers—that Goodyear developments such 
as CHEMIGUM help to provide unmatched oil-resistance. Rugged Goodyear 
construction fights off wear in abusive service. Goodyear hose lasts longer. 


So why settle for less than a proven performer like Goodyear? You can’t 
lose when you contact your Goodyear Distributor—or write Goodyear, Indus- 
trial Products Division, Akron 16, Ohio. 


the big name in hose is... 


GOOD, YEA 


THE GREATEST NAME IN RUBBER 


Chemigum, Redwing—T. M.'s The Goodyear Tire & Rubber Company, Akron, Ohio 
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DU PONT N° “7” FULL LINE 


— DEAL 


col HIGH-PROFIT N° “7” Habeas 


($18.00 VALUE) 


x 1 CARTON OF © Sam 
N°"7” AUTO POLISH or SHIELD 


when you buy 5 cartons of any of the NQ."7" Products listed below 


($24,00 VALUE) 


1 CARTON OF 
ANTI-RUST or COOLING SYSTEM SEALER 
when you buy 6 cartons of any of the NO."7" Products listed below 


No. "7" Polish ....pt., qt. | Ee eer pt. White-Wall Tire Cleaner Anti-Rust & Water Super Heavy Duty Brake 
New Car Wax 3 Chrome Polish ....12 0z. (Liquid or Paste)... .pt. Pump Lub. ..... 12 oz. Fluid. .12 oz., qt., 5 gal. 


“Dissolvo” > Cooling System Vive BlOOk oe eee pt. Waterless Hand 


Speedy Cleaner ...... pt. Car Wash ...%% 0z., ¥2 Ib. Cleanse@r.....ccccce Ib. Heavy Duty Stop-Leak. . pt. 


ie ieee hie we ai pt. Glow Liquid Car Fant FU sso ens pt. Jet Clene . Clear Windshield 


White Polishing Wash > Cooling System Heavy Duty Brake 
Compound y Paste White Tire Sealer A Fluid. .12 oz., qt., 5 gal. Acid & Rust 
Rubbing Compound 12 oz. ee ee pt. Foam Cleaner ........ pt. MOA + cvcsveceses 15 oz. inhibitor 


DU PONT N° °7" PRODUCTS 
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NEW DU PONT N° “7” ADVERTISING 


NETWORK TWH 


For long profit... and profit protection 
SELL THE DU PONT NO “7” LINE 


Enjoy the good will of a valuable trademark. Du Pont 
No. ‘'7’’ fair-trade prices have been diligently enforced 
for many years in all states where such laws have been 
in effect. Every reported instance of price cutting in 
violation of fair trade has received immediate attention. 
Hundreds of warnings have been issued to violators who 
were thus persuaded to bring their prices to fair-trade 
levels. Persistent violators have been taken to court and 
injunctions obtained. Although the maintenance and 
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enforcement of fair-trade prices are expensive and time- 
consuming, Du Pont No. ‘7’ policy is to utilize fair- 
trade laws to protect the good will of the No. “'7’’ trade- 
mark. The result is not only an ever-increasing consumer 
demand for No. “7’’ Products, but a legally protected 
fair margin of protit to dealers. This kind of support 
should warrant close and spirited cooperation in the 
sale of No ‘'7’’ Products by all dealers. 





THIS MODERN NATIONAL SYSTEM is an important factor in 
increasing profit at this popular Maryland service station. 


MICHAEL HRABEC, 
owner of Elkton 
Esso Servicenter, 
Elkton, Maryland. 


“Our Calional Incentive Plan 
saves us ‘2,990 a year... 


a O i HM Elkton Esso Servicenter, Elkton, Md. 
pays for itself every 11 months!”’ 


“Sales are up and expenses down since 
I installed National’s Incentive Plan,” 
writes Michael Hrabec, owner of Elkton 
Esso Servicenter. 

“My men know the more efficiently they 
work and the more they sell, the greater 
their earnings will be. This results in 
more attention to each customer and 
builds customer good will. It’s what I 
call ‘giving good service by good selling.’ 
“For the first time, I have complete con- 
trol over my entire operation. We handle 
charge sales with the same safety and 
simplicity of cash sales. Inventory short- 
ages have virtually disappeared. Each 


man is now responsible for his own cash 
balance, and they like that...it’s like 
each man being in business for himself. 
“I strongly recommend the National In- 
centive Plan to any service station oper- 
ator who is seriously interested in more 
profit. It has increased my profit $2950 a 
year which repays the cost of the system 
every 11 months!” 


Viethale Ny bee 


owner, Elkton Esso Servicenter 


THE NATIONAL CASH REGISTER COMPANY, payton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES * 76 YEARS OF HELPING BUSINESS SAVE MONEY 


14 


CUSTOMERS ARE PLEASED with the efficient, expert 
service they receive at Elkton Esso Servicenter. 


Your service station, too, can benefit 
from the time- and money-saving fea- 
tures of a National System. Nationals 
pay for themselves quickly through sav- 
ings, then continue to return a regular 
yearly profit. National’s world-wide 
service organization will protect this 
profit. Ask us about the National Main- 
tenance Plan. (See the yellow 

pages of your phone book.) 


€ aes e 
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Money-Making Ideas 


CARTER OIL is boosting heat- 
ing oil sales by insuring a custom- 
er’s life free when he places a 
season order. Personal calls, tele- 
phone calls and advertising are 
plugging the idea. 


$ 


WANT A GOOD cheap display? 
Save old tires, spark plugs, and 
so on. Then stack them or display 
them in a barrel to show custo- 
mers what could be wrong with 
their cars. 


FREE battery-recharging has been 
suggested to Pure Oil’s dealers. 
The cost to the dealer is only a 
few cents and the service can be 
a strong good-will builder. 


$ 


MOBIL has a new door jamb 
sticker. It is similar to conven- 
tional ones, but has a tear-off 
duplicate that is placed inside the 
gasoline tank cap, radiator cap. 
Then the dealer can spot import- 
ant dates and customer’s name 
during routine servicing. 


$ 


ESSO DEALER suggests an in- 
teresting contest gimmick: lucky 
license plates. Post winning license 
plate numbers on a blackboard 
and require that winners spot and 
claim the prize in person. Num- 
bers can come from local license 
bureau, or you can restrict the 
contest to regular customers. 
Watch your state’s lottery laws, 
however. 


VALENTINE § giveaway from 
Esso dealers was a miniature box 
of Schrafft’s chocolates. The deal- 
ers paid 13 cents apiece for a 
five-chocolate imprinted box. 
Sounds like an idea for Mother’s 
Day or Halloween, too. 


$ 


BUILDING a grass patio outside 
his station paid off for Indianapo- 
lis Sunoco dealer Gerald Bare. 
“My inside work really boomed,” 
Bare told the Sunoco Diamond. 
“Motorists, especially women, will 
take time out if you have a nice 
spot waiting for them.” 





see 


TRUCK ae 


THE RIGHT SIZE 
FOR EVERY NEED 


— 


ee | 


35-50 
90-150 
CR we) 4 


200-300 
G.P:M. SIZES 


NO SPEED INCREASERS REQUIRED. CONNECT THE 
VIKING TRUCK PUMP DIRECTLY TO TRANSMISSION 
THROUGH POWER TAKE-OFF 
Specify Viking Pumps for top service on all truck sizes up 
through big transports. They're long-lasting pumps— 
many outwear the trucks on which they’re mounted. 
That’s one reason Vikings are favorites of truckers with 
experience. Profit from others’ experience and specify 


Vikings! 
WITH VIKING PUMPS YOU ALSO GET: 


@ Either extra long packing 
box or mechanical seal 
@ Revolvable casing for © Safety valve on pump 
handy port locations. head 
8 positions © Large mechanical seal 
© Integral thrust bearing of pe oenngee 5e w 
sturdy construction lighter weight. 


@ Fast, positive delivery 


For information on Viking Truck Pumps, write for new catalog GR 


VIKING PUMP COMPANY 


Cedar Falls, lowa, U.S.A. In Canada, it’s ‘‘ROTO-KING’’ Pumps 
Offices and Distributors in Principal Cities * See Your Classified Telephone Directory 
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FOR FUEL OIL DELIVERY: 
1% in.—AA 4177 
1% in.—AA 4161 


ALUMINUM SWIVEL 
1% in.—AA 4188-125 
1% in.—AA 4188-150 


Order your trial nozzle by number 


Balanced action of new lightweight aluminum nozzle permits 
opening against 150 psi pressure with only one finger, is 
adjustable to various closing speeds without removing the 
nozzle from the hose, provides shockfree and leakproof 
closing under all operating conditions. Full streamlined area 
at all points offers unrestricted rate of flow under all operating 
pressures. And new lightweight aluminum swivel with nylon 
bearings can be supplied to eliminate kinks, twists or damaging 
tensions on the hose. 
Take advantage of this introductory offer! Try one of the - 
FOR AIRCRAFT SERVICING: new nozzles for two weeks. If you are not entirely satisfied 
1% in.—AA 4171-5 with its operation, return it for full credit or refund. 
2 in.—AA 4158-5 


Order your trial nozzle by number 


PHILADELPHIA VALVE COMPANY 


ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 34, PA. 


DISTRIBUTORS 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. « OIL MARKETING EQUIPMENT 
COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. e HOWARD SUPPLY COMPANY, 5125 SANTA FE AVENUE, LOS ANGELES 11,CALIF. 
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BENNETT’S 


Bennett’s meter is made of the same be marketed for use in modern cars. 
metals used in modern carburetors. 7 ¢ } H This is one more way that Bennett 


That’s why this all-metal four-piston ; craftsmanship results in dependable per- 


meter will handle any fuel that can . a f ’ formance and minimum maintenance costs. 


ALL METAL « NO PISTON CUPS NO MECHANICAL VALVES OR GEARS 





UTHO INUSA 
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- :) Profile for functional design... 
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PREMIUM REGULAR 
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NEW BENNETT LOW PROFILE LIGHTLESS PUMP 


Bennett’s new unlighted pump features the @ Anodized aluminum top, side and 
sleek modern design and quality construction upper door panels 
that have made Bennett the oil marketer’s : os 
- @ Dial face advertising space for 
Standard for Comparison. merchandising impact 


e All-metal “fuel-proof” meter @ 2100 Series lightless pumps available in 
© Hi-hose outlet gives perfect all models (cable retraction only) 
hose drape with greater length 


JOHN WOOD COMPANY BENNETT PUMP DIVISION, MUSKEGON, MICHIGAN 


District Offices: Albuquerque ¢ Atlanta * Baltimore * Boston * Charleston * Chicago * Cleveland 
Dallas * Denver * Detroit * Kansas City * Los Angeles * New Orleans * New York ¢ Philadelphia 
Pittsburgh * Rochester ¢ Salt Lake * Seattle * St. Paul * San Francisco 
IN CANADA: JOHN WOOD COMPANY LIMITED « Toronto * Montreal * Winnipeg * Vancouver 
EXPORT: John Wood International Corporation, 29 Broadway, N. Y., Cable “WOODINTER” 


LITHO INUSA 


The Rockies 


Are dealers’ days num- 
bered? ... Jobbers hit 
state purchasing plan 


THE ERA of the independent service- 
station operator “is fast drawing to a 
close” unless two major changes are 
made in current operations, says the 
Petroleum Retail- 
ers Assn. of Colo- 
rado. 
After making 
a survey of rep- 
/-% resentative oper- 
- ators, the associa- 
tion concludes: 
“If the average 
independent oper- 
ator is going to 
continue to exist, 
he needs lease re- 
form and a higher 
margin of profit on the gasoline he 
sells.” 

Reports of Denver’s Dept. of Li- 
censes and Excise, the association 
said, show “there is from a 35% to 
40% turnover annually in_filling- 
station operators.” 

James A. (Buzz) Coffman, associa- 
tion executive director, said two main 
factors have been blamed in the past 
for “this unfortunate circumstance.” 

e “Factor No. 1 was that there 
were just too many new stations being 
constructed each year to leave enough 
business for everyone. 

e “Factor No. 2 is the undeniable 
situation in leasing causing an insecur- 
ity among operators of service sta- 
tions.” 

The association’s survey covered 32 
service-station operators. It included 
replies from nearly every major-brand 
station in the area. The operators 
ranged from 4,000 gal. to 55,000 gal. 
monthly. 

Based on the survey, the associa- 
tion said the average operator has a 
two-bay station with four pumps and 
sells between 10,000 and 20,000 gal. 
of gasoline a month. He leases from 
a supplying company or jobber and 
pays a rental on a gallonage basis of 
from 1¢ to 1.5¢ per gal. of gasoline 
sold. He usually has a written lease 
for one year, but the lease may be 
terminated for any number of rea- 
sons, and invariably terminates with 
death. His net income per year is 
about $5,000 to $6,000. 

An average 15,000-gal. operator, 
the association said, “doesn’t even 
cover his overhead expenses” with 
what he makes on gasoline. “This 


ROCKIES: Carter Oil Puts Out Vacation Tour Kit 


LOW-COST items pack this kit distributed to motorists by Carter Oil Co., divi- 
sion of Jersey Standard. The plastic bag, which can be used as a litter bag, 
is filled with lollipops, tissues, a comic book, adhesive bandage, paper cups, 
a plastic airplane, games, Tums, No-Doz, and laxative tablets. 


means he has to make up his operat- 
ing loss, and make his living on sales 
of oil, service and TBA items.” 

The association said, “Our average 
operator in this bracket ends up with 
$5,000 to $6,000 net profit at the 
end of the year. If he is above aver- 
age, let us say he makes $7,500 per 
year. In order to make this sum of 
money, he has had to supply working 
capital, assume risk of business fail- 
ure, and contend with all the ulcer- 
inducing factors of customer and em- 
ploye relationships. 

“To make $5,000 per year, he cer- 
tainly doesn’t need the headaches that 
go with owning his own business, for 
he can make that as an employe. 

“The question then remains, ‘Is it 
worthwhile to undertake the risk in- 
volved for a mere $1,000 to $2,500 
per year more than what his full- 
time employes make?’ ” 

Citing what it called a major need 
for lease reform, the association said 
most operators would like their leases 
to provide: 

Three- to five-year duration; pro- 
tection of profit margins during price 
wars; more individual choice on TBA 
items; credit-card machines without 
rentals; furnishing of rest room sup- 
plies; options of renewal; replacement 
of hoses, nozzles and other equipment 
by the landlord; assignability of lease; 
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bigger profit margin on gasoline; fixed 
monthly rental instead of gallonage 
rental. 


Colorado Petroleum Marketers 
Assn. is opposing a proposal by the 
state purchasing agent to buy gaso- 
line for state-owned cars on term con- 
tract basis. Colorado now buys about 
6-million gal. annually on a local bid 
basis from many distributors. 

Lacy L. Wilkinson, state purchas- 
ing agent, outlined his proposal in a 
letter to supplying companies and in- 
vited “suggestions for our guidance 
on procedure.” 

Wilkinson’s letter said several states 
—including Oklahoma, Texas, Ne- 
vada, California and Oregon in the 
West—buy on a term contract basis 
now. “The price in most such con- 
tracts,” Wilkinson wrote, “is estab- 
lished by offering a fixed discount 
from the posted tank-wagon and re- 
tail pump prices. The billing is ac- 
complished by the distributors and 
retailers by sending their delivery tick- 
ets to the central office, much in the 
same manner as is being done on 
State of Colorado accounts at this 
time.” 

Wilkinson added, “Currently, al- 
most without exception tank-wagon 
quantities are bought on a local bid 
basis from the various distributors. 
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Discounts of from 2¢ to 5¢ are being 
secured from retail dealers.” 

Under Wilkinson’s plan, drivers of 
all state cars would be supplied with 
credit cards from the supplying com- 
pany awarded the contract. 

A special meeting of the CPMA’s 
executive committee was called after 
Wilkinson’s letter went to suppliers. 

The association then sent to 18 sup- 
plying companies this letter: 

“The decision of the executive com- 
mittee was that we are unalterably and 





unequivocally opposed to any govern- 
mental agency using this method to 
buy their petroleum products. 

“We feel the present policy of pur- 
chasing state requirements of petro- 
leum products on a local bid basis 
from the various distributors should 
be continued. 

“It is our belief that no reputable 
supplier will have any part of such a 
scheme, and we respectfully request 
you, as a supplier, to refrain from 
being a party to it.” 





EEN 








The East 


Valley Oil sells out 
to Cities... Thruway 
sales leveling off 


VALLEY Oil Co. of Middletown, 
Conn., and its president, Bill Briggs, 
are out of gasoline marketing. 

Briggs has sold his 52 service sta- 

tions in the cen- 

tral part of the 
state and his bulk 
plants at Deep 

River, Williman- 

tic, Meriden, and 
. Portland to Cities 

Service Oil Co. 

A few months 
earlier, Briggs 
switched his sta- 
tions from Amo- 
co to Cities Serv- 
ice. At that time 
his friends in the state thought the 
changeover was the signal for a sell- 
out. 

As a gasoline jobber, Briggs’ Valley 
Oil sold close to 11-million gal. a 
year, making the operation one of 
the four biggest jobberships in the 
state. 

The sellout resulted in another 
change. George Steton, Briggs’ part- 
ner in Valley Oil since 1943 and its 
general manager, has retired. 

Briggs, however, is not retiring. He 
and his two sons have set up Briggs 
Corp. to continue marketing heating 
oil and burner service. The oil opera- 
tion will be known as Valley Oil, divi- 
sion of Briggs Corp., in order to capi- 
talize on the old Valley Oil name. 
Valoco Building Products Inc. has 
been set up as a separate corporation 
to handle Briggs’ sale of aluminum 
home products. 


By Cornelius 
Brodersen 


luincy is BUILT 
to do more jobs better! 


Low-cost durability? QUINCY has it in every precision- 
engineered part, to give you longer service for the greater 
number of air jobs you’re doing these days. 


The length of time QUINCY COMPRESSORS have been serv- 
ing the automotive industry proves that they’re built to last, 
built to give you the most for your compressor investment. 


As a branded Cities Service heat- 
ing-oil jobber, Briggs will buy under 
the rack from Cities Service at Port- 
land. He is leasing the outlying bulk 
plants, and will continue to supply 
them by trailer. 





>The 26 major-brand service sta- 
tions along the New York Thruway 
didn’t gain as much gallonage last year 
as they did in 1958, according to 
Thruway figures. 

Excluding the stations on the Berk- 
shire extension (because they were not 
in business a year ago), Thruway gal- 
lonage showed a net gain of 124,898 
gal. for 1959 vs. a 2.35-million gal. 
gain for 1958. 

More stations showed gallonage 
losses in 1959 than in 1958. Last year 


bd SEE THE NEW "Q-LINE" NOW! 
uincy —a complete line of tank- 
mounted compressors from 1 to 


COMPRESSORS 90 CFM for all requirements. 


QUINCY COMPRESSOR CO., Quincy, Illinois 
Makers of the World's Finest Air Compressors 
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15 stations pumped 607,763 gal. less 
than the previous year. In 1958, 
seven stations dropped a total of 391,- 
595 gal. in sales. 


> Oil-Heat Institute of New Eng- 
land’s 10-week burner-service school 
begins its final round Mar. 21 with 
classes in Peabody, Mass. On succes- 
sive nights of that week and suc- 
ceeding weeks classes will be held in 
Springfield, Hartford, Bridgeport and 
Arlington. 

The course covers servicing Ameri- 
can-Standard packaged boiler burn- 
ers; trouble-shooting Delco warm-air 
units; servicing domestic controls, 
cooling and over-fire draft systems; 
servicing Toridheet rotary units, 
Waltham Shell-head burners, Winkler 
low-pressure units, Sunstrand fuel 
pumps, and McDonnell & Miller boiler 
safety controls. 


Apparently oil companies and job- 
bers who oppose any increase in 
state gasoline taxes don’t sit too well 
with Gov. David L. Lawrence (Dem.) 
of Pennsylvania. 

He took a swipe at unnamed “oil- 
company lobbyists” in his annual mes- 
sage to the joint session of the 1960 
Keystone State legislature. He criti- 
cized them because the GOP-con- 
trolled state senate pigeon-holed a 
plan to boost state gasoline taxes 1¢ 
after it passed a Democratic-controlled 
house. Politics, the governor appar- 
ently thinks, had nothing to do with it. 

The bill would have meant a state 
fuel tax of 6¢ a gal., the money to 
be used to “give us a properly fi- 
nanced highway program,” says the 
governor. 

Despite this criticism, he made no 
recommendation for a higher tax this 
year. 


Gas for industrial use at dump rates 
should be harder to sell, and oil in- 
stallations a little easier to put over, 
now that Massachusetts has revised its 
rules on when licensed personnel are 
required at boiler plants. 

For years it was state law that 
licensed personnel must be on hand 
when boilers of more than 9 hp and 
3-sq.-ft. grate area were used. 

But then gas packaged boilers came 
on the market, with grate areas im- 
possible to measure. Utilities said: 
You can install gas and eliminate 
your licensed personnel from your 
payroll. Gas, therefore is cheaper. 
This sales talk hit responsive ears, be- 
cause in some plants licensed per- 
sonnel cost as high as $25,000 a year. 

Even where it seemed definite that 
licensed operators were needed, gas 


utilities got around the law by install- 
ing many low-hp-rated boilers, mak- 
ing up the needed total horsepower 
by hooking them together. 

But now Retail Fuel Institute has 
plugged that loophole. The new law 
relates boiler horsepower ratings to 
pounds of steam. The so-called 9-hp 
law is still on the books, but with new 
teeth. Now any boiler that produces 
more than 310% Ibs. of steam must 
have licensed men. 


The Midwest 


Private-brander adds 
heating oil... East 
meets West in Midwest 


ERICKSON Petroleum Corp., a pri- 
vate-brand gasoline marketer with 
more than 70 stations in seven Mid- 
western states, is branching out into 
retail heating-oil sales. It has com- 
petitors—branded jobbers and majors 
—a bit worried. 

Since mid-January, Erickson, with 
home offices in Minneapolis, has been 
trying to build up No. 1 and No. 2 
oil gallonage through a giveaway- 
stamp program in the Minneapolis-St. 
Paul area. 

Erickson’s local competitors think 
it’s possible they will lose some ac- 
counts. Jobbers in other areas are 
concerned that Erickson will try the 
same plan in their markets. 

Erickson, competitors say, seems to 
be leaning heavily on his 15 private- 
brand outlets in the area to develop 
his heating-oil gallonage. Motorists 
driving into these outlets receive a 
multipage booklet that spells out just 
what Erickson is offering heating-oil 
accounts: 

e He’s offering radio-dispatched oil 
delivery. A few jobbers in the area 
have radio service. 

e He’s offering degree-day deliveries 
using an HRB Singer fuel-oil com- 
puter. Most others offer degree-day 
deliveries, but Erickson goes them one 
better, offering 100 gal. free to any 
account who runs out of oil. Only one 
other heating-oil jobber in the market 
makes the same offer. 

e He’s offering to install full-tank 
signals on tanks of new accounts to 
prevent spills. Such devices are not as 
common in this market as they are in 
others. 

e He’s offering a 10-month budget- 
payment plan. This service is fairly 
common among Erickson’s competi- 
tors. 

e He’s offering a multipurpose ad- 
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BUILD 
CONSUMER 
ACCOUNT 
VOLUME! 


Give your customers 
3-way fueling economy! 


1 Accurate fuel cost control 


Faster, safer refueling—easy- 
to-read horizontal dial face 


3 Padlock provision to end 
pilferage 


Bennett quality features — direct 
drive rotary vane pump, built-in 
strainer and check and by-pass 
valve—make Fleet Jr. pumps inex- 
pensive to operate and maintain. 


JOHN WOOD zm 
COMPANY 


BENNETT PUMP DIVISION + ar. MICHIGAN 
IN CANADA: JOHN WOOD COMPANY 
Toronto * Montreal * Winnipeg « Necgiaver 
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| [ he FROM 
TRETOLITE... 


TOLAD 


FUEL ADDITIVE 


a new, economical 
additive for 

home heating 

and diesel fuels 


Totap stabilizes fuel stocks in stor- 
age. It is available in inhibitor, and 
inhibitor-dispersant formulas, with 
or without metal deactivator. All 
Toxap formulas are ashless. 


ToLap prevents the formation of 
sludge and insoluble residues which 
foul burner tips and plug filters and 
fuel lines. In diesel fuel it prevents 
the fuel injection system from be- 
coming fouled by insoluble residue. 


Totap formulations have good 
water tolerance characteristics and 
possess the ability to insure fuel 
stability under thermal stress. 


Totap Fuel Additives will defi- 
nitely improve the salability of fuels 
subject to degradation in storage. 


TEST SERVICE AVAILABLE 

The facilities of the Tretolite labo- 
ratories are available for testing your 
fuel and recommending the appro- 
priate Totap formulation to assure 
stability and product improvement. 

For complete information on ToLaD, 
and what it can do to protect your 
oils and make them more salable, 
write or call... 


1d od i 3 @) aD 


CORPORATION 


TRETOLITE COMPANY 


COivisions A 
369 Marshall Avenue, Saint Louis 19, Missouri 
S518 Yolagraph ood, Las Aagplae Eh RAMI, 


*Registered Trademark, Petrolite Corporation 


| purpose additives 
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ditive, Clean Heat, that acts as a 


| sludge dispersant, a rust inhibitor in 


tanks, and as a soot remover. Outside 
of the regular additives used by ma- 
jor suppliers, a few others use multi- 
in this market. 
Erickson is making a sales point of 
its additive this way: The additive is 
not mixed with the oil at the refinery 
or at the bulk plant. It is put into the 
tank by the driver with each delivery. 
“See the driver add Clean Heat to 
your tank” is the sales message in the 
Erickson booklet. 

e He’s offering free gifts, about 40 
of them, depending on gallons of oil 
purchased. Illustrated in the booklet, 
the gifts range from braided rugs, 
sheets and pillows, for 150 gal. and 
slightly more, to electric shavers, 
steam irons, and higher-priced items, 
for consumption in the 1,100-1,640- 
gal. range. No other marketer has a 
similar deal. 

e And, in addition to the free 
gifts, he’s offering Holiday trading 
stamps (his own brand) on all oil 
purchases. Stamps are redeemable 
at Erickson stations for premiums. 
Stamps are not too widely used in 
the market yet by other heating-oil 
jobbers. 

Actually, Erickson’s entry into heat- 
ing oil is not entirely new. But his 
method is. Some No. 1 oil gallonage 
has been retailed at his stations for 


several years. This was peanuts, 
though, compared with what he’s try- 
ing now. 


It isn’t true that East is East and 
West is West and never the twain 
Shall meet. In gasoline marketing, 
they're meeting all the time—in the 
Midwest. 

For instance, Gulf Oil, and East- 
erner, and Frontier Refining, a West- 
erner, are running into each other in 
a quest for new oil-jobber accounts. 

Both companies were represented 
at this year’s convention of North- 
west Petroleum Assn., a jobber group 
that covers Minnesota and North Da- 
kota. Gulf and Frontier don’t have 
much business in these states, but 
apparently they think they have a 
chance of getting some. 

For Gulf, it was the third NPA 
convention it had attended. It had the 
usual hospitality suite, plus a product 
display in the exhibit area. 

For Frontier, it was the second 
NPA convention. It had hospitality 
suites at both. 

Top men from both companies 
were on hand. Gulf’s delegation in- 
cluded Buck Pettitt, general manager 
of the Chicago division, and Ben F. 
Wehrenberg, division manager of re- 
tail and jobber sales. 

The Frontier group included Bill 
Seuren, sales vice president; Walter 





‘We Want 
100,000 
New 


Customers’ 


That’s what Wisconsin 
Independent Oil Co. an- 
nounced last month in 
slashing gasoline price 5¢ 
gal. It set off one of the 
sharpest and _ broadest 
price - cutting sprees in 
Milwaukee’s recent his- 
tory. 

In full-page newspaper 
advertisements (righ), 
Wisco says: “Why are we 
cutting the price .. .? 
Because we want 100,000 
new customers, and we 
want them now.” 

Wisco was bought by 
Pure Oil last spring 
(NPN — May ’59 p85). 
Midwest marketers saw 
the price cut, as well as 
the acquisition, as an at- 
tempt to pick up more 
gallonage for Pure’s Le- 
mont, Ill, refinery. 


Effective 6:00 AM today, the price of Wisco 

Wonder-Fuel drops 5¢ a gallon. FIVE CENTS A GALLON! 
Why are we cutting the price of our topoctane, top- 
performing Wonder-Fuel? Because we want 100,000 new 
customers, and we want them now. We want 100,000 more 
Wisconsin motorists to see for themselves how this wonderful 
gasoline stands up under the most severe winter driving. 
Yes... you save 5¢ on every single gallon of Wonder-Fuel 

at the new low price ... and we get the chance to convince 
you that Wisco Wonder-Fuel is the finest 

gasoline ... REGARDLESS OF PRICE! 

Now, more than ever, Wisco meets all competition 
anywhere, EVERYWHERE! No matter where you drive, 

no matter what you pay, WISCO is your top value! 

Drive in to Wisco “99” today and fill ‘er up with Wonder Fuel. 
-- SAVE 5¢ ON EVERY GALLON! 


wisco “99” 


For a limited time only . 


WISCO GUTS PRICE 
0 A GALLON! 


WONDER-FUEL 


NOW 4 
¢ 
GALLON 


These prices 
effective only in 
Milwaukee and 
Waukesha Counties 
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Amen, eastern division manager; and 
Vern Wallace, Omaha zone manager. 

Both suppliers claim to be making 
headway in the area. Both point out 


that they are interested in getting ac- 
counts in such other Midwestern states 


as South Dakota, Nebraska, and Wis- 
consin. : 
Both have lined up jobber repre- ‘ 
sentation in Minnesota. Gulf’s first 
jobber in the state is Al Goodman of 
Goodman Oil Co., Rochester. Fron- 
tier, coming into the state from the : 


southwest, has lined up jobbers in that 
part of the state. Its list of jobbers 
includes Mel Matson, former Mobil 
jobber in Pipestone; Les Ripley, for- 
mer unbranded jobber in Luverne; 
and Arnold Miller, former Texaco 
dealer in Balaton. 

Gulf claims deeper penetration in 
Wisconsin, too. For years, its brand 
sold no farther north than the Madi- 
son area. The northern limit of its 
jobber operation (Smith Oil & Refin- 
ing Co.) was in Rockford, Ill. By 
signing Scott Burgess Inc. to the Gulf 
banner, Gulf now has a market for its 
products in the La Crosse area. 


About 34 jobbers in North Dakota 
and Minnesota have set up profit- 
sharing or pension plans, or both, in 
the past year. They have received 
help from Pension-Profit Sharing Serv- 
ice Co., Minneapolis, working through 
their jobber association, Northwest 
Petroleum Assn. 


The Southeast 


Price signs return... 
New terminal... That 





talked-about Thompson 
CAN A CITY COUNCIL wipe out 


large price signs in front of service cf | af 
stations? Lynchburg, Va., city coun- 
cil tried it, but lost after a state court 

ruled the law un- 


constitutional. 
Last Septem- 
"aber, a group of 
old-line, = major- 
company dealers 
petitioned the 
Lynchburg city 
‘council to  pro- 
hibit large road- 
side price signs. 
The council com- 


By B. E. Barnes ‘ong 8 concen * SmI 
aw a ronioit- 
ed all signs except those o" the JOHN woopD COM PANY 


pumps. It required each pump to BENNETT PUMP DIVISION - MUSKEGON, MICHIGAN 
have a price sign no smaller than IN CANADA: JOHN WOOD COMPANY LIMITED 
7x8 in., no larger than 10x12 in. Toronto + Montreal « Winnipeg *« Vancouver 


Delivers more gallons with less work, on farms and construc- 
tion jobs, at truck terminals, in garages and factories. High 
vacuum, self-priming transfer pump delivers a constant flow 
of up to 20 gallons a minute with up to a 20-foot lift. 
Automotive-type pistons with rings withstand severest 
conditions. Vacuum breaker prevents siphonage, provides 
complete hose drainage. No foot valve. Available with auto- 
matic nozzle. PATENT NO. 2,843,081 
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Lynchburg stations began comply- 
ing. Street-side signs were removed. 
Some stations bought new, fancy 
signs for the pumps. Others, expect- 
ing the law to be short lived, just 
used crayons to letter thin cardboard 
sheets. 

Billi Murphy, Lynchburg distributor 
for Sun Oil Co., just wouldn’t sit 
still and watch the traffic go by. 
Murphy believed the town was losing 
through-traffic gallonage to other 
towns. He asked for a public hearing 
and a revote on the bill. The city 
council again passed it, by a scant 
4-3 margin. 


NOW-a better pum 


for your consumer trade 


This new Tokheim Model 86-D 
Electric Power Pump is designed, 
built and priced to your consumer 
needs. Self-priming rotary vane- 
type pumping unit is powered by a 
4 h. p. capacitor motor which starts 
easily on low voltage. Direct drive 
integral design of pump and motor 
increases efficiency. No mechanical 
seals, belts or packing. Pump deli- 
vers 14 gallons per minute. Includes 


General Products Division 


TOKHEIM CORPORATION 
FORT WAYNE, INDIANA 


1650 WABASH AVENUE 


Murphy decided to test the con- 
stitutionality of the law. He had one 
of his dealers put up a specially 
made price sign that complied with 
zoning and other city laws, but broke 
the new law prohibiting street-side 
signs. The dealer was hauled into 
court, fined $10. 

The dealer appealed the case to 
Virginia’s corporation court, where a 
state judge declared the city ordi- 
nance unconstitutional, calling the law 
“unfair and unreasonable local legis- 
lation.” 

Street signs are up again in Lynch- 





Tokheim Model 86-D 
Electric Power Pump Deluxe 


removable strainer screen, check, 
by-pass and relief valves. No foot 
valve is necessary. Tokheim de- 
signed meter with easy-to-read 
counter and totalizer. Handsome, 
low contour styling, rugged baked 
enamel finish. One-year guarantee. 
Model 86-D, we believe, is ahead of 
anything in the field. See it! Compare 
it! We think you will agree. Write 
for new catalog. 


Symbol of Excellence 


JOKHEIM 





Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 


AND. ACCESSORIES 


Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 
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>North Carolina Oil Jobbers Assn. 
worked hard to swing Army brass 
over to oil-heat and electricity utility 
service for 367 new housing units at 
Fort Bragg, N.C. 

And if natural gas is chosen, the 
jobber group can blame it on some 
last-minute changes in the gas-rate 
schedules approved by the state util- 
ity commission. 

Earlier, the jobber group seemed 
satisfied that it had proved to the 
Army that oil-heat and electric serv- 
ice would save the government more 
than $3,100 a year on fuel alone, 
and more than $10,100 a year if the 
extra-maintenance cost of gas equip- 
ment was included. 

Even with the lower gas rate, job- 
bers contend that oil heat-electricity 
would save the taxpayers money if 
the Army would include the extra- 
maintenance cost item in their com- 
putations. 


Tidewater Oil Co. is building a 


100,000-bbl. bulk marine terminal in 


| South Norfolk, Va. 


The terminal will serve the Nor- 
folk area and Tidewater’s new mar- 
keting territories in North Carolina. 

It will be built on a 60-acre site 
at Money Point on the south branch 
of the Elizabeth River. Cost is up- 
wards of $500,000. 

Tidewater says there’s room enough 
on the site to expand to 1-million bbl. 


>His name is F. H. Thompson. He 
runs a medium-oldish, four-pump Sin- 
clair station on Lee Street in At- 
lanta. He seems to be a good op- 
erator, running a_ neat, profitable 
station. There’s nothing really unusual 
to see there. 

But Thompson recently made him- 
self one of the most talked-about 
gasoline retailers in the country. He 
went to Washington, and told a 
House small-business subcommittee a 
story that had the oil industry’s pub- 
lic-relations men cringing. 

The gist of Thompson’s testimony 
was that a Sinclair salesman threat- 
ened to deny the dealer’s lease-re- 
newal if the station stocked products 
other than Sinclair and Goodyear 
(NPN—Feb. p130). 

The salesman’s biggest objection. 
according to Thompson, was to lu- 
bricant additives. 

Thompson’s case was supported by 
a tape recording, made with a con- 
cealed recorder, and by movies taken 
from a car outside the station. 

The little man, with the little serv- 
ice station, had struck a mighty blow. 

When Thompson talked with an 


(Continued on page 26) 
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This exceptionally sturdy manhole is made to resist the 

weight of even the heaviest trucks entering a service 

station. Cast iron lid and one piece cast iron body. Lock- 

ing or non-locking lids with skid-proof diamond pattern. 

Minimum thickness, 34”, heavily reinforced by six deep 

ribs under the lid. Priced with manholes of considerably 

less substantial construction. 

@ 9” and 11” sizes (gasket and locking lid optional). 
9” model is 74%” deep. 11” model is 8” deep. 

® Locking type opens easily with a screwdriver. No 
wrench needed. Nylon washer on locking bolt for 
continuous trouble-free operation. Large completely 
recessed lid handle makes lid easily removable 


= : 


BUCKEYE IRON & BRASS WORKS « Box 883, Dayton 1, Ohio 
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Valves and Fittings 
for the Oil Industry 


® Extra wide body flanges (11%” diameter on the 9” 


series, 13°%4” on the 11”) and oversize inside diam- 
eters (9%6” on the 9”, 11%6” on the 11”) provide 
superior load bearing qualities. 


& Watertight gasket models have rubber lid gaskets 


cemented in place. Ample bearing surface, too. 


* Replaceable brass product identification tag, 2” x 


1” available for all models. 





Buckeye 717-O Manhole. Buckeye Iron 
Works, Box 883, Department N, Dayton 


NAME 





COMPANY 





ADDRESS 











TOUGH - 
BUT NOT 


MUSCLE-BOUND! 


hermoid 
A petroleum hose needn’t be a brute 
to be tough. That’s what’s good 
about Thermoid-Quaker Fuelmaster 
—it’s highly flexible and kink-resis- 
tant without being too tough to 
handle. But it lasts and lasts under 


the most severe weather and operat- 
ing conditions. 


Reinforced with tightly-braided 
high-tensile rayon cords in two- or 
three-braid construction, Fuelmaster 


Fuelmaster Hose 


has an extra-thick neoprene cover to 
withstand heavy abrasive wear. A 
static wire braided into the carcass 
can be grounded. 


Use Fuelmaster as a fuel-oil, diesel- 
fuel, or gasoline hose. 1’’to114’'I.D., 
lengths of 100 to 175 feet. Ask your 
Thermoid distributor for Fuel- 
master, or write to Thermoid Division, 
H. K. Porter Company, Inc., Tacony 
& Comly Sts., Philadelphia 24, Pa. 


THERMOID P ATE p DIVISION 


H.K. PORTER COMPANY, INC. 


PORTER SERVES INDUSTRY: with Rubber and Friclion Products—THERMOID DIVISION; Electrical Equipment—DELTA- 
STAR ELECTRIC DIVISION, NATIONAL ELECTRIC DIVISION, PEERLESS ELECTRIC DIVISION; Specialty Alloys— 
RIVERSIDE-ALLOY METAL DIVISION; Refractories—REFRACTORIES DIVISION; Electric Furnace Steel—CONNORS STEEL 
DIVISION, VULCAN-KIDD STEEL DIVISION; Fabriceted Products—DISSTON DIVISION, FORGE AND FITTINGS DIVI- 
SION, LESCHEN WIRE ROPE DIVISION, MOULDINGS DIVISION, H. K. PORTER COMPANY de MEXICO, S. A.; 
and in Canada, Refractories, “Disston” Tools, Federal” Wires and Cables, “Nepcoduct” Systems— 
H. K. PORTER COMPANY (CANADA) LTD. 
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NPN reporter recently, the reporter 
had the feeling the tape recorder 
might still be rolling. But Thompson 
says things have been rosy with Sin- 
clair since he got back from Wash- 
ington. 

“I have a new salesman calling on 
me now. And we get along fine. And 
I get along fine with the company 
as a whole. Before last year, I had 
been on an annually renewed lease 
schedule for 14 years. I never had 
any trouble before, and I never ex- 
pect to have any trouble again.” 

Explaining how he and his tape re- 
cording happened to get to Wash- 
ington, Thompson says, “I took my 
troubles to the Georgia Assn. of 
Petroleum Retailers. They told the 
national office. And the first thing 
knew, I was subpenaed by the House 
subcommittee.” 


Virginia is considering raising the 
state gasoline tax from 6¢ to 7¢ gal. 
Many lawmakers favoring the increase 
are optimistic it will be adopted by 
the state legislature. 

The increase would give the State 
Highway Commission $12.5-million a 
year of the $22.5-million of additional 
revenue per year highway commis- 
sioner S. D. May says is necessary if 
the state is to meet minimum traffic 
demands in 1960. 

In effect, May told the joint roads 
committee of the General Assembly 
that even with the 7¢ gasoline tax, 
the state would be short about $200- 
million in the next 20 years. 

Gov. J. Lindsay Almond has said 
he is aware of the department’s needs 
and will not oppose an additional tax 
if the legislators think it’s necessary. 


The West 


Union Oil reorganizes 
again... Skid-station 
plans are abandoned 


UNION OIL has reorganized its mar- 
keting department, the second major 
change in a little over .two years. 
Highlight of the change is the reduc- 
tion in divisions from 11 to seven in 
keeping with the current trend to- 
ward streamlining (for details of this 
trend, see NPN—Jan. p65). 
Another big change is a revamp of 
the divisions. In the 1957 reorgani- 
zation, each of the divisions was split 
in two, with a division manager in 
charge of retail and another division 


26 NATIONAL PETROLEUM NEWS * March, 1960 





manager in charge of direct con- 
sumer sales. Now, however, there is 
one division manager for both func- 
tions. 

Each function, in most cases, is 
headed by a division sales manager. 
Among exceptions is the splitting of 
direct consumer sales between two 
sales managers in the big Los An- 
geles Basin market. 

In top-level realignment, Dr. Fred 
L. Hartley is in charge of all market- 
ing for Union Oil. Reporting directly 
to him are C. Haines Finnell, director 
of marketing in charge of domestic 
retail operations, and F. K. Cadwell, 
director of export and refinery bulk 
sales. 

Explaining the reorganization in a 
letter to employes, board chairman 
Reese H. Taylor says: 

“Competition in our markets is in- 
creasing in intensity, due to stepped- 
up activities of our present competi- 
tors, efforts of other companies to 
ever-increasing amount of natural gas 
enter our marketing area, and the 
being imported into the same market. 

“The continuing global surplus of 
oil, coupled with rising costs of virtu- 
ally all phases of business, means the 
price-cost squeeze will be with us for 
a long time. The changes made in 
Union’s marketing department are de- 
signed to enable our company to ad- 
vance—and profitably—in the com- 
petitive years ahead.” 


Lee Atwater, Signal Oil jobber of 
Stockton, Calif., has given up for the 
time being his plans to build a skid 
station in the Napa area. 

Atwater’s station was to be a mod- 
ified type of skid with underground 
tanks. 

Atwater ran into opposition from 
the county planning board, whose re- 
strictions, he says, would have raised 
the price beyond that of a conven- 
tional outlet. 

“They want the town-and-country 
stuff, with redwood trim,” Atwater 
laments. He says he considers him- 
self a gasoline salesman, not an archi- 
tect, so he abandoned the plan. 

The question of fire regulations 
hadn’t come up yet, but Atwater 
thought it might have later. 


Gov. Edmund G. Brown of Cali- 
fornia has called a special session of 
the state legislature in March to con- 
sider air-pollution problems. 

He plans to recommend legislation 
requiring antismog devices on _ all 
motor vehicles in the state. 


Golden Eagle Refining Co. has more 
than doubled its bunkering storage 
capacity at Los Angeles harbor. It 
added 200,000 bbl. 





OOST 


ADD QUART 


/ fur Us- w- 
IOHECK YOUR OE YOUR OIL 








= ee 
OIL MERCHANDISER 


Sell the one ‘one of every three customers who will 
buy oil when’ it is offered! Put an Oil Merchandiser 
on your island to remind customers to check their 
oil! Empty can and drip receptacle keeps island neat. 
Panel lock ends pilferage. Illuminated sign available 
to increase sales impact. 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION » MUSKEGON, MICHIGAN 


IN CANADA: JOHN WOOD COMPANY LTD. 
Toronto « Montreal » Winnipeg * Vancouver 
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TOP BRASS were on hand for the opening of Humble’s ‘gateway’ station at a $70- 
million development in Dallas. Left to right, H. W. Ferguson, vice president 
and director, Humble (Del.); W. C. Windsor, developer; Russel H. Venn, 
director of marketing, Humble; and D. W. Ramsay, vice president, Humble. 


The Southwest 


Built for 
Unlimited Potential 





4 PPR RAINE POR > 


That's one aspect of this highly unusual station, 


built as part of a huge commercial development 


in Dallas. It's designed for fast payout, too 


2 yw OF THE NATION’S most progressive stations 
is going on stream in Dallas. A hyperbolic 
paraboloid in design, it’s expected to start off 
doing 100,000 gal. a month. And its owners say 
eventual volume potential is “unlimited.” 


Ownership and operation are as unusual as the 
design. Proprietor is Windsor Properties Inc., de- 
velopers of a $70-million industrial, office and 
professional-building district on a 1,200-acre site 
some 4.5 miles from downtown Dallas. The station 
serves as “gateway” to the development. 

Windsor is operating the station with employes 
trained by Humble Oil. It sells Humble products 
under a purchase-and-resale arrangement. Plans 
call for ultimate around-the-clock operation, with 
shifts of employes paid on a combination salary- 
commission basis. Windsor is relying on Humble 
for recommendations on station operating tech- 
niques. 


Business potential looks good on paper. There are 
now some 200 firms in the development, many of 
them distributing companies. Windsor expects that 
25,000-30,000 people will eventually be employed 
in the development. 

The station’s first-day gallonage was 15,400. 

On top of this, the station is located on Empire 
Freeway and Mockingbird Lane. Still another free- 
way, Stemmons, has access to the station. Windsor 
expects traffic passing the station to climb to 78,000 
cars per day by 1965, 98,000 by 1970. 

Architectural features provide distinctiveness 
and flexibility: 

e Additional hyperbolic paraboloids may be 
constructed as required, and will blend in with the 
existing structure. 

e@ There are no structural limitations caused by 
columns or clearances within service areas. The de- 
sign—an “inverted umbrella”—doesn’t need sup- 
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port in various spots as a conventional structure 
would. 


@ The shape permits a center-roof drain, elim- 
inating need for drains on service areas. 

e@ All service areas adjoin the salesroom, so 
management can observe all operations closely. 

The building occupies 70x70 ft. on a 400x400- 
ft. site. The paraboloid covers 4,900 sq. ft. Owing 
to the swoop of the roof, clearance in service areas 
ranges from 12 ft. 6 in. to 18 ft. 8 in. Areas within 
the station proper are as follows: office sales area, 
341 sq. ft.; three service bays, 1,100 sq. ft.; stor- 


age, 235 sq. ft.; restrooms, 189 sq. ft. (there are 
three, two for customers, one for employes). 

The station now has eight pumps for passenger 
cars and two for trucks. The truck islands are lo- 
cated to the rear of the station, keeping passenger- 
car driveways and islands clear for that type of 
traffic only. 
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THE ROOF is this new Humble station’s mark of distinction. It's called a ‘hyperbolic paraboloid’ or ‘inverted umbrella.’ 


Initial underground storage is 16,000 gal. 

Driveways approaching the station range from 
36 ft. to 45 ft. wide. Landscaped setbacks of 60 ft. 
and 50 ft. line the two streets. 


Windsor isn’t merchandising items other than 
gasoline, oil and TBA, but may add a snack bar 
later. 


Windsor officials believe the station will be able 
to handle traffic rapidly because of the wide work- 
ing areas. An additional feature of the station is 
a combination of two lifts that will raise trucks up 
to 21,000 Ibs. 

Cost is a closely guarded secret. One source 
estimates it at “about 75% over that of a conven- 
tional station.” A prime consideration was design, 
since many other structures in the Windsor devel- 
opment are hyperbolic paraboloids. At the same 
time, says Windsor, the station is expected to 
make money—and immediately. 


id. 


keep ahead of 
competition 


/ODAY 
TOMORROW 


Use these products for 
easier selling, faster service 
and better station operation. 


SELOIL CABINETS . . . 5 models to 
choose from . . . the correct model 
for every type service station. A 

new 48” cabinet to match low 
silhouette pumps. 


LUBE SERVICE CENTER 
Centralizes write-up 
and follow-up of 

lube bay service work. 
This is the most 
automatic, econom- 

ical and effective fol- 
low-up system available. 








REFRESHMENT PATIO 
Brings customers into your station . . . 
organizes vending machine sales . . . 
available in lengths of 6, 12, 18. and 
24 feet. 


FOR MORE INFORMATION WRITE: 
MODERN METAL 
PRODUCTS CoO. 


Box 1798 e Greensboro, North Carolina 
Box 691 @ San Jose, California 








| that personalities, 


| an endeavor such as this. 


What They're Saying 


Oil Heat: Who's Dragging Feet? 


In forming a one-roof 
group, the good of the 


many must rule, says 
Mobil Oil's Marshman* 


(It would be easy to brush off 
[NPN’s report on factors delaying the 
start of an industrywide oil-heat trade 
association (Jan. p57)] with ‘There’s 
nothing to it.’ That would be im- 
proper. There is a great deal to it and 
maybe I should comment briefly on 
the three factors which were men- 
tioned as delayers. 

There definitely are some OHI 
members who are concerned that the 
new organization will be dominated 
by the majors. Some majors are wor- 
ried that they will be outnumbered 
and outvoted by the fuel-oil distribu- 
tors and equipment makers even 
though the majors will be putting up 


| the largest share of the money. 


These possible situations were rec- 
ognized by the subcommittee which 


| incorporated in its report the neces- 


sary checks and controls to prevent 
these things from happening. There- 
fore, I believe you'll agree that we 
should not allow these unnecessary 


| concerns to deter our progress. 


Many of us are bothered that a 


| certain few in the industry who pro- 


fess to be in favor of the new organi- 
zation are now, by virtue of what 
they are doing or failing to do, hin- 
dering the project. It is not surprising 
petty differences, 
and selfish interests would appear in 
We can 
only hope that those who are involved 
will see that this proposition is bigger 
than any of us, as individuals. 

An industry is fighting for survival. 
What is good for the most, not a 
few, must be the order of the day. 
We must face reality, forget the past 
and even the present, and gear for the 


| future in the proper manner. I’m con- 
| fident the situation here is going to 


improve and we are going to see less 


| of this undercover work, which cer- 


tainly does not help the individuals 


| involved or the over-all effort. 


The letter sent by the director of 


| Washington State OHI to the presi- 
dent of OHI regarding the new or- 


* From a speech by Len S. Marshman, manager, 
wholesale planning department, Mobil Oil Co., to 


' the Independent Oil Men’s Assn. of New England. 


Marshman: ‘Bigger than any of us’ 


ganization has received quite a bit of 
publicity. It is apparent the writer 
prefers to see the Northwest activity 
continue as a regional program and 
not become a part of the national 
activity. 

He pointed out several things about 
the new proposition which would not 
be good for them because things are 
different in the Northwest. Well, if 
the things are truly different out there, 
it would seem they could be handled 
by arranging for regional flexibility 
in the implementation of our pro- 
grams. 

Naturally, the situation in the North- 
west must be fully understood by the 
new organization. It would be ex- 
pected that whatever exceptions are 
required could be arranged for in the 
bylaws. If after seeing the proposed 
bylaws our friends in the Northwest 
are unhappy, it would seem that then 
would be the time to consider the ac- 
tion which was referred to in the 
communication. 

Many feel the position taken by 
the writer was premature and may 
not necessarily represent the official 
industry attitude in the Northwest. 

It now looks as though it will be 
nearer the first of next year than the 
middle of this year before we get the 
new show on the road. But that isn’t 
too tragic. We must take the required 
time to get it launched properly if it 
is going to succeed. 

A little extra time up front isn’t 
going to make too much difference. 
What we must guard against is any 
witting or unwitting procrastination 
which slows down the implementation 
of our plan. 99 
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What They’re Saying 





About auto fleets... 
antitrust laws ... two 
sides to overbuilding 


6¢ The company-owned auto fleet 
will virtually disappear during the 
1960’s and will be replaced by leased 
fleets.” A. J. Schoen, president, 
Wheels, Inc., Chicago, Ill. 


66 If this simple reform (reduced 
percentage depletion for oil and gas) 
is turned down again, then in the 
long run the storm of popular in- 
dignation will be so great that instead 
of the mild measure I am proposing, 
there will be a much more stringent 
measure. I am really the best friend 
the oil industry has; but, as is true 
in sO many instances, my friend- 
ship is not acknowledged by the oil 
journals or by the oil associations or 
the gas associations.” Sen. Paul 
Douglas (D., Ill). 


66 Socony Mobil believes in the anti- 
trust laws. We think it is-worth the 
considerable expense involved to 
prove our innocence publicly in court. 
. . » Correctly applied, the antitrust 
laws assure competition and benefit 
the consumer. When they are applied 
unrealistically to a highly competitive 
business such as the oil business, the 
result is likely to be harmful rather 
than beneficial to the consumer.” Al- 
bert L. Nickerson, president, Socony 
Mobil Oil Co. 


6¢ A 20% improvement in oil-burner 
efficiency actually adds 2¢-3¢ per gal. 
to the value of heating oil. It strength- 
ens oil’s competitive position in rela- 
tion to gas by this amount. The amount 
saved by this improvement is just 
about what gas costs today in the 
field. You might say that if a run-of- 
the-mill burner were competitive, an 
efficient oil burner would be competi- 
tive even if gas were given away in 
the field.” B. L. Ray, marketing vice 
president, Esso Standard Oil Co. 


6¢ If I had a station on one corner 
of a very busy street or highway in- 
tersection and a competitor wanted to 
build across from me, I am sure I 
would feel it was a case of overbuild- 
ing. On the other hand, if there were 
now three stations located at this in- 
tersection and I felt that potential 
business justified the construction of 
one of my stations there, then I am 
sure that I would not consider it 
overbuilding.” E. K. Bennett, presi- 
dent, National Oil Jobbers Council. 





INSTALLED... 


for service station remote pumping systems 


Reda Gasoline Pumps are “performance proven”. Over 10,000 Reda 
manufactured Gasoline Pumps are installed for remote pumping systems 
at service stations. A Reda Submergible Gasoline Pump operates sub- 
merged in the storage tank. It is economical and easier to install. Under- 
ground tanks may be located anywhere convenient. The unit provides 
a flexible economical installation which will serve present service station 
pumping needs and also future requirements such as additional capacity 
needs or to pump new high vapor pressure fuels. Sizes are available 
in %, % and % H.P. with capacities up to more than 60 g.p.m. All 
models are U.L. approved. 


REDA Cost Saving ADVANTAGES 


CONTROL 


. Knockouts conveniently located. 


. Repairs or replacements easily made without dis- Write for Bulletin R652. 
turbing installation. Additional information will 


. Toggle switch locks in “on” or “off” position. be promptly furnished on 
. Overload button in panel. request. 

. Neon pilot light in panel. 

. Extra pilot light may be added for any location. 


PUMPING UNIT 


a. Will not vapor-lock. 


. Installed in the storage tank — where it quietly 
operates submerged in the fluid. 


. One unit can service eight dispensers. 
. Can be installed through 4” pipe flange. 


. One unit can pump from two tanks by installing a 
syphon valve in the manifold. 


Manufacturers of submergible motors G pumps for over a quarter century 
for Oil — Brine — Water — Gasoline — Jet Fuel —Chemicals and LPG. 
Models available from ‘3s to over 300 h.p. 


REDA PUMP COMPAN Y 
i pe aes eS AEE weed arti esi k- 


March, 1960 + NATIONAL PETROLEUM NEWS 





Associations 


Northwest 


What jobbers must do 
to stay in business 


OIL JOBBERS in Minneapolis for 
the annual two-day convention of 
Northwest Petroleum Assn. seemed 
concerned over two items: persistent 
price wars and continued loss of com- 
mercial accounts to majors. Over all, 
though, they seemed satisfied. 

Minnesota members of NPA said 
their gallonage had risen from the 
previous year. State figures show that 
gallonage went up 6% in 1959. But 
. this gain was offset some by serious 
price wars. 

North Dakota members of NPA 
said their gallonage was down about 
2.5% from the previous year. Most 
of the gasoline sales decline was on 
the farms. “The farmers in North 
Dakota,” said one jobber, “are swing- 
ing more and more to diesel.” There- 
fore, some jobbers are handling diesel. 
Price wars, for the present, have 
waned, with most markets back to 
normal. 

Adding to this feeling of well-being, 
all legislative attempts to add new 
state taxes and other cost burdens on 
jobbers failed. 

But this glow lasted only until the 
first business meeting. Then jobbers 


Kentucky 


Jobbers present skit on 
management institutes 


KENTUCKY Oil Marketers Assn. 
may have to start an actors’ division. 
Five oilmen-turned-actors won kudos 
and a good deal of kidding when they 
took part in a playette, “A Day in 
the Bulk Plant.” 

A highlight of the annual meeting, 
the skit, directed by John Shields of 


Kansas 


Oil marketers oppose 
TBA-oil divorcement 


KANSAS Oil Men’s Assn. passed six 
new resolutions at its 45th annual 
convention. 

The Kansas jobbers spoke out 
against possible divorcement of TBA 
marketing or any other federal legis- 
lation that would limit their handling 
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heard what was expected of them if 
they hope to remain competitive. 
Speakers were Bill Williams, executive 
vice president of Smith Oil & Refining 
Co., Gulf jobber in Rockford, IIL, 
and Charles H. Burkhardt, national 
secretary of Oil-Heat Institute’s dis- 
tribution division. 

Williams said NPA jobbers must 
plow back a key portion of their 
earnings to “streamline your business 
operations so that you will remain in 
business.” 

Williams told them to invest their 
earnings in remodeling present sta- 
tions; in building new ones; in fur- 
nishing stations with newer equip- 
ment; in bigger storage at stations, 
commercial accounts and farm ac- 
counts; in using larger-capacity trucks 
to bypass bulk plants; in using radio 
dispatching for fuel-oil delivery to 
handle will-call accounts speedily and 
at lower cost; in putting in preprinted 
tickets for oil deliveries; and in pay- 
ing for health, accident and life insur- 
ance on budget-plan heating accounts. 

Smith Oil, Williams said, plans to 
remodel or rebuild 50 stations ‘in the 
next five years, plans to build 50 new 
stations in the same period. It has 
remodeled over 50 stations in the past 
five years. One station, whose 30,000 
gal. per month had slipped to 16,000 
gal., has gone up to 40,000 gal. since 
it was remodeled. 


Bennett Pump Div., John Wood Co., 
starred Bill Kempf, Jerry Graffis, 
Pitt Stallard, Paul Dark, and John 
Waters. 

The plot illustrated the importance 
of management institutes, a theme 
also stressed by L. T. White, Cities 
Service Petroleum Inc., who gave 
examples from past participants. 

Other speakers during the meeting 
were: H. B. Sharer, sales training spe- 
cialist for U. S. Rubber Co., who 
spoke on “What Makes A Star Sales- 
man a Star”; Harry L. Moir, vice 
president of Pure Oil Co., who fore- 


of TBA. They also asked the govern- 
ment to keep hands off intra-industry 
problems, and urged oilmen to avoid 
government intervention by settling 
their own difficulties. 

On the state level, however, the 
Kansas marketers do want some legis- 
lation. They want a law providing a 
fine and imprisonment for using an 
expired or revoked credit card, and 
another one giving them a lien on 
crops produced by farmers who don’t 
pay their bills for petroleum products. 

From their suppliers, the Kansas 


Storage at another station has been 
boosted to more than 32,000 gal. 
Remote-control pumping systems 
have been installed to cut mainte- 
nance costs. To get the most out of 
8,000-gal. tandem-drive transports, 
Smith has set up a system of key-stop 
deliveries for its dealers, Williams 
said. “In that way, we use this ex- 
pensive equipment 20 hours a day,” 
he added. 

Burkhardt suggested jobbers inte- 
grate their heating-oil operations so 
they can better meet the threat of 
natural gas and electric heat. 

“The expenditure of money for oil- 
heat promotion and public relations,” 
Burkhardt said, “is not the entire 
answer. Equally important is the sale 
of oil-heat equipment and burner 
service in addition to top-notch fuel- 
oil delivery methods. 

“If you divide your responsibility 
on sales and service with an outsider,” 
jobbers heard him say, “you are set- 
ting the scene for your own disinte- 
gration, and you can lose your oil 
market because of a lack of know- 
ledge of the competitive forces at 
work.” 

By assuming this integrated respon- 
sibility for sales and service of oil- 
heat equipment, Burkhardt told his 
NPA audience, jobbers will be offer- 
ing a new relationship to their con- 
sumers. 


cast oil’s role during the 1960s; and 
William L. Shirer, correspondent and 
author, who discussed international 
relations in the next decade. 

The association adopted resolutions 
endorsing (1) a state vote on a bond 
issue to finance highways, (2) legisla- 
tion providing penalties for misuse of 
credit cards, and (3) exemption of 
gasoline from the proposed sales tax. 

Other resolutions oppose businesses 
on or abutting limited access highway 
rights of way, and relocating public 
utilities with highway funds without 
rights-of-way payments by the utilities. 


jobbers want assurance that there 
are effective safeguards for accurate 
measurements at key-stop. storage 
plants. Key stops permit direct with- 
drawal of product from a pipeline by 
truckers. 

They also want each supplier to de- 
vise his own methods of assuring more 
adequate and equitable margins. 

Third, they ask suppliers to offer 
surplus product first to their regular 
jobbers at distress prices. The prod- 
ucts could be prorated to jobbers in 
proportion to their annual volume. 
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FREE with an order of 24 (2 cases) of G-E Sealed Beam Headlamps 


Sturdy, fold-down, 
pail-type handles 


Full-length trough 
for small parts 


Rugged 26-gauge all- 
steel construction with 
baked-on enamel finish 


a 
Legs keep tray level 
on flat surfaces 


Locks onto 
radiator cap 


fits radiator cap... 
keeps tools handy...saves steps 
...saves time...cuts tool losses! 


G-E TOOL-MATE slips onto radiator 
cap, keeps tools within easy reach 


The G-E TOOL-MATE is 2” deep, 6” wide and 16” long— 
plenty big enough to hold all the tools normally needed for 
under-hood jobs. And there’s a trough running the full 
length that’s perfect for holding nuts, bolts and cotter pins 
that might otherwise be misplaced. 


HERE’S HOW A DEALER CAN GET A G-E TOOL-MATE—FREE! 
He just buys 24 General Electric Headlamps (2 cases) at his 
regular cost. (Any of these five G-E types: 6006—6012— 
—6013—4001—4002.) He pays only for the lamps. The 
G-E TOOL-MATE is free. And here’s a tip that will help 
sell G-E Headlamps faster: 


SELL THEM IN PAIRS. Have dealers tell customers with 2- 
headlamp cars how G-E SUBURBAN Headlamps will give 
them approximately the same lighting as new 4-headlamp 
systems. REMEMBER .. . only G-E SUBURBAN Head- 
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G-E TOOL-MATE keeps tools “on-the- 
job”, saves time, steps and tempers 


G-E TOOL-MATE keeps tools together, 
has trough for small parts, too 


lamps have the low beam filament on focus to provide the 
“spotlight”’ effect. Motorists see better in spite of oncoming 
cars’ lights. 

Order your G-E Headlamps 
and G-E TOOL-MATES now 
from your General Electric sup- 
plier so dealers can start using 
the new G-E TOOL-MATE. 
General Electric Co., Miniature 
Lamp Dept. M-08, Nela Park, 
Cleveland 12, Ohio. 


Progress /s Our Most Important Product 
GENERAL @@ ELECTRIC 
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LUXURY 


They’re making your sledding easier! 


There comes that eye-catching Cities Service sales team 

.and here comes more traffic, more sales for you. 
Motorists will be seeing traffic-building billboards like 
this everywhere . . . each one selling your Cities Service 
theme: “THE WINNING COMBINATION ... 
LUXURY DRIVING PLUS TRUE ECONOMY.” 

It’s going to be easy sledding for Cities Service deal- 
ers and jobbers this year. Wouldn't this be a good time 
for you to find out about becoming part of this winning 
team? 

As a Cities Service dealer or jobber, you get real 


cooperation. We believe in giving our team every possi- 
ble aid in every phase of their operations . . . from taxes 
to training driveway salesmen . . . from inventory con- 
trol to advertising and special promotions. 

For the full story on Cities Service and what it does 
for you as a jobber or dealer, write: Cities Service Oil 
Company, Sixty Wall Tower, New York 5, N. Y. 
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- YOUR LUSTERLITE 
PORCELAIN ENAMELED SERVICE STATIONS 


Your station design and your company colors are valued trade 
marks. You can combine them with LUSTERLITE’s sparkle, clean- 
liness, and durability...to create the customer appeal that is the 
key to quick, solid success. Remember: your stations are your 
only continuing contact with your customers. And, LUSTERLITE 
stations can be economically re-located if traffic patterns change. 
For actual color samples and photos of existing types and plans, write... 


CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 
A DIVISION OF THE EAGLE-PICHER COMPANY 


Sit 


PORCELAIN ENAMELED SERVICE STATIONS 
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OIL RED FLAKES 


Quick dissolving and free flowing, Du Pont improved flaked petroleum 
dyes take approximately half the space of the powdered form. 





Free flowing Du Pont flaked dyes 
offer refineries important advantages 


DuPont offers oil colors either in 
powder or flaked form. 

Since DuPont flaked dyes are vir- 
tually dust free, they have been gain- 
ing steadily in popularity. And now 
the newest flaked dyes from Du Pont 
are further improved; they dissolve 
more readily than ever. 


Less bulk. You'll find that the 
flaked Du Pont Petroleum Dyes take 
approximately half the space of the 
same dye in powdered form, thus 
saving valuable storage space. Flaked 
dyes are shipped in easily handled 
small drums. 


Wide color range. You can get 
DuPont flaked dyes in orange, red 
and bronze. Blue is supplied in a 
crystalline form offering approxi- 
mately the same advantages as you 
get when you use DuPont flaked 
dyes. 


More information. For more de- 
tails and samples, contact your 
Du Pont Petroleum Chemicals repre- 
sentative. Or write to: E. I. duPont 
de Nemours & Company (Inc.), 
Petroleum Chemicals Division, Wil- 
mington 98, Delaware. 


Tetraethyl Lead 


8 Ly ig te PAO! & 


Setter Things for Better Living 
- +» through Chemistry 


and other 


Petroleum Additives 





ROYAL FUEL OIL DELIVERY HOSE 


HEN 1h} = 


The 1%” (1.D.) size of U. S. Fuel Oil Delivery Hose has 
a flow rate approaching the 1%” (I.D.) size, yet its out- 
side diameter permits it to be reeled in almost the same 
space as the smaller size 1%” (1.D.)...a unique saving 
in space. 

The carcass of U.S. Royal is kink-resistant, yet flexi- 
ble and light in weight. The tan, non-marking neoprene 
cover is resistant to abrasion and extremes of weather. 


Mechanical Goods Division 


Stainless-steel static wire incorporated for positive static 
dissipation. Standard sizes also available in three braids. 
This hose is one of the complete line of “U.S.” oil 
marketing hose—each hose in the line is a time-and- 
work saver with superior features for specific jobs. 

Get U.S. Royal Fuel Oil Delivery Hose or any of the 
“U.S.” oil marketing hose from your Oil Equipment 
Jobber or write address below. 

*mathematical symbol meaning approximately equal to. 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. 
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in Canada: Dominion Rubber Company, Ltd. 





a century 


BEFORE YOU BUY A PUMP 


ask yourself these simple questions 


THE MOTORPUMP 


» The most complete line of closé- 
coupled centrifugal pumps avail- 
able, % through 75 hp... 
deliveries to 3200 gpm. Designed 
and built for maximum perform- 
ance under flooded suction condi- 
tions, they operate equally well in 
any position and require no special 
mounting or baseplate. 


Since better than 80% of all 
storage facilities are above 
ground, straight centrifugai pumps 
or “Vapor-flo” units should be rec- 
ommended on most installations. 


1860 — 1960 


THE ““VAPOR-FLO” 
MOTORPUMP 


There’s no other pump avail- 
able with patented features as 
found in the “Vapor-flo” Motor- 
pump. Under flooded suction con- 
ditions subject to vortexing or 
vaporizing, these self-venting units 
handle and discharge vapors while 
continuing to pump. They will not 
vapor-bind or clog .. . are ideal 
for transport unloading. 


Why pay up to 30% premiums 
and lose up to 20% efficiency with 
self-primers when not needed. 
Ingersoll-Rand ‘“Vapor-flo” Mo- 
torpumps are available through 


7% hp for deliveries up to 425, 


of pump progress 


OTHER I-R PUMPS 
FOR THIS SERVICE 


Cradle- 
mounted pumps 


Horizontally split, double 
suction pumps 


Self-priming pumps 


from the leading manufacturer . . . 


Ingersoll-Rand 


77A9 11 Broadway, New York 4, N. Y. 
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MODERN WELOING CO. | TANKS 


... the midwestern scene—another vital part of the petroleum industry! For farm storage: MODERN skid 
tanks, with framework welded to the tank to prevent tipping and relieve frame distortion. Here again 
—MODERN Quality Welded Storage Tanks lead the field—and wherever petroleum storage is needed, 
MODERN tanks meet demands with economy and operational safety! Single or battery—portable or 
permanent—above or below-ground, oil-men specify MODERN Tanks for long-range durability! The 
reason: MODERN means precision engineering, durable construction and years of trouble-free serv- 

ice! If you face petroleum storage problems, there’s a MODERN 

Tank to meet your requirements—and surpass them! On any 

scene in the modern industrial landscape, MODERN Quality 

Welded Storage Tanks fill the bill! It will pay to consult your 

MODERN representative! Write, phone, wire—today! 


Representatives in all principal cities of the United States. 
WRITE FOR CATALOG TO 


anc. g¢ Modern Welding company 


OWENSBORO, KY. 


IGTON, IOWA ©* HOUSTON, TEXAS * NEWARK, OHIO * ORLANDO, FLA. 


Adm 
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Show your customers how y 
lose when Spark Plugs misfire! 


Modern high horsepower engines make it difficult for a 
driver to tell when a spark plug is misfiring. Yet spark 
plugs tend to misfire intermittently when worn, and 
countless drivers daily operate their cars unaware of the 
power they are losing and the gasoline they are wasting 
due to spark plugs that are working only part of the time. 


The chart above shows what happens to gasoline mileage 

when one, two or three spark plugs misfire half the time. 

And a little arithmetic will show how much they can 

reduce mileage at various speeds. For example, in a car 

. that gets 16 miles per gallon at 60 miles per hour, one 

: pn py spark plug firing half the time can drop mileage to 14.8 

Show Spark Plug Misfiring miles per gallon—two can drop it to 13—and three can 
with the ACilloscope drop it to less than 12. 


Your dealers can prove whether or not spark Have your dealers clip this chart and show it to their 


plugs are misfiring, by use of AC’s new portable . . ‘ : 
electronic spark plug analyzer—the ACilloscope. customers who complain of poor gas mileage. It is authentic 


Sell more spark plugs, make more money, with information proved by AC Engineers—convincing infor- 
this profit-building tool. mation that will help make more spark plug sales. 


New @X9 Fire-Ring Spark Plugs 
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Greater Power and Mileage with 
AC’s exclusive Hot Tip that heats faster 
to stay clean longer, cools faster to pre- 
vent engine-damaging pre-ignition and 
power loss. 


Sure Firing provided by the AC But- 
tress Top Insulator that lengthens the 
flash-over path and reduces misfiring 
caused by the spark going down the 
outside of the insulator rather than 
through the center electrode. 


* 


much they gain 
C Fire-Ring features! 


Longer Peak Performance through 
the patented AC Isovolt electrodes that 
increase spark plug life and resist mis- 
firing by decreasing the rate of electrode 
gap wear. 


Smoother Operation with the exclu- 
sive AC copper-glass seal that bonds 
center electrode and terminal screw in 
an unyielding bond, preventing gas leak- 
age that can alter heat range, cause 
spark plug and engine damage. 


! 


AC SPARK PLUG 4 THE ELECTRONICS DIVISION OF GENERAL MOTORS 


AC Presents The Art Carney Show, N8C-TV, April 8, 1960 


—THEY MUST BE THE BEST! 
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Ready market for your new products... 
in aerosol cans by Crown 


Pressure-packed fire-extinguishing spray and 
foam dramatize some of the potent sales 
features of Crown aerosol cans: reliability, 
versatility, convenience. As the first to manu- 
facture aerosol containers in commercial 
quantities, Crown has built a foundation of 
diversified knowledge and experience that 
can be of great value to you. May we have 
the opportunity to discuss, or provide you 
with more details? 


for cans + crowns + closures - machinery 


CROWN CORK & SEAL COMPANY, INC., 9300 Ashton Road, Philadelphia 36, Pa. 
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MANUFACTURERS OF DYES AND CHEMICALS 
FOR THE or cate INDUSTRY 





FOR USEIN' ey Also Available 


Gasolines q ILE ' in Dry Dye Form. 
Diesel Fuels 


: ae Dye concentrates can be 
Fuel Oils 4 prepared to specifications. 
Lubricating Oils ; cs site ae 
Automatic Transmission Fluids ee ee 


Break-in Oils and Greases CALL US COLLECT FOR FAST ACTION 
PHONE MuUlberry 4-1726-7 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications 
Patent Pending 


PDAT-AIT CHEMIC AI CG 


neve 7 an oF am —u 


Manufacturing Division: 335 MeLean Blyd.. Paterson 4. New Jersey 


‘ad @) ae) — 


a © Oe >. - 


re Cincinnati 2. Ohio 
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Above: Number 12528 counter assortment. $83.32. profit in self-selling display; 72 
assorted pairs for men and women. Retail value $208.60. Your profit—$83.32. 


COOL-RAY' POLAROID SUN GLASSES 
FIRST IN SALES—FIRST IN PROFITS! 


Cool-Ray Polaroid Sun Glasses, as low as $1.98, 
give you extra volume—faster—at an average 
rofit of $1.14 per sale! Customers know 

Polaroid Sun Glasses 10-to-1 over next competi- mipe On ox Gagne 

i ’ : opt over prescription glasses. 
tor**. Only optically correct Polaroid polarizing Free display with Assort- 
lenses are guaranteed to: 1. positively stop re- ment No. 4644: 36 as- 
flected glare, and 2. positively protect vision. sorted pairs for men and 
Smart turnpike operators stock COOL-RAY women. Retail value 
POLAROID Sun Glasses. ort AO, Prekenee 


**Study from American Research Associates. TT. M.REG BYCOOL-RAY INC. ®@BY POLAROID CORP. 


New fits-over assortment 


onLy COOL-RAY sun GLASSES HAVE POLAROID LENsES 


COOL-RAY, INC., 80 HEARD ST., BOSTON 50, MASS. 
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Increase gallonage and profit with sure-fire gifts! 


Anchorglass Tumblers may never replace pump hoses, 
but they do fill gas tanks. All over the country, large and 
small service station operators report booming business, 
extra profits with an easy gift premium program that 
delights all drivers. These colorful, tall, 16-ounce frosted 
tumblers, trimmed with 22K gold, are given away free, 
one glass with each purchase of 10 gallons or more. The 
eight authentic Antique Auto decorated tumblers have 
universal appeal and they’re exclusive—not for sale in 
any store! Customers really go for the idea of a new “old” 


Photo courtesy of Thompson Auto Museum; Cleveland, Ohio 


car with every trip to your station...and they keep coming 
back to get complete sets! Even more important, new 
customers flock around, drawn by the appeal of the point- 
of-sale display pieces that you get free as part of the 
package. You get A-board signs in brilliant color, over- 
the-island cloth-backed banners, and newspaper mats. 
The Service Station Spectacular is a cinch to handle — 
no stamps, no confusion. And it’s inexpensive, costing 
you under 1¢ per gallon, but worth far more! For com- 
plete information, send the coupon today. 
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GLASS TUMBLERS FILL GAS TANKS! 


ANCHOR HOCKING 
GLASS CORPORATION 
LANCASTER, OHIO 


Please send me the free booklet 
on the Antique Auto Service 
Station Spectacular. 


OVER-THE-ISLAND BANNER — 5’ x 3’ 


Pe 


— NAME 
N~ 


A -BOARD SIG 


NOW...MORE THAN EVER... 


ANCHORGLASS 


MAKES YOU MONEY...MAKES YOU FRIENDS! 


2 ” 
Ox 44” STATION NAME 


ADDRESS_____ 


i, ZONE STATE 
NPN-3 
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NEW PARANOX 


Detergent Inhibitor provides exceptional Oxidation 
Stability for Automatic Transmission Fluids 


@ FIGHTS SLUDGE AND VARNISH @ RESISTS DETERIORATION OF 
CLUTCH LININGS @ OILS BLENDED WITH PARANOX 375 EASILY 
MEET TYPE A, SUFFIX A REQUIREMENTS 


Now, this newest of Enjay Prescription-Balanced Paramins’makes possible truly 
long-term oxidation stability. 


In fact, Paranox 375 keeps automatic transmissions free of sludge and varnish 
after 35,000 grueling miles. 


Decisive tests prove Clutch Plate Protection 

In addition to providing oxidation stability, Paranox 375 
actually protects composition clutch plates. Tests conducted 
by an independent laboratory . .. such as the 50-hour Hydro- 
matic Durability test . . . graphically demonstrated the 
superior protection offered by Paranox 375. 


Oils containing Paranox 375 were still performing well after 
6,300 cycles, in a durability test performed by an automobile 
manufacturer. Yet typical Type A, Suffix A fluids generally 
fail in this test before 1,000 cycles. 


Prescription-balanced 

to control Rubber Swell Properties 

As an extra safeguard, Enjay has developed the means of 
balancing base-oil stocks to meet rubber swell requirements. 
This service is available to you on Paranox 375... or 
other ATFs developed through Enjay. In addition, new 
formulations are stringently tested by Enjay to assure their 
meeting all Type A, Suffix A requirements. For example, the 
Bench Oxidation Test . . . developed and used exclusively by 
Enjay . . . supplements Powerglide oxidation tests and other 
recognized standards. 


EXCITING NEW PRODUCTS 
ENJAY COMPANY, INC. 15 West 51st St., New York 19, N.Y. 
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Filter Papers Show Paranox 375 Superiority 


Good Reference Fluid 





cists Sludge on paper after 


filtering of fluid sam- 
81 ples warns when oxida- 
tion resistance is lost. 





121 ‘ 
Paranox 375 Fluid 





142 Hours Demerits 





168 161 @9 0 


192 189 


dee: : ™ . 
Tell-tale deposits begin at fluid “break point” 


‘Shown here . .. Governors from two Powerglide transmissions 
... One on left with good reference oil . . . one on right with 
Samples filtered are | 247 ' Paranox 375 formulation. Both oxidation tests made with air 
from actual Powerglide injection for 300 hours. The pictures tell the story. 

tests with air injection. 270 


200 230 














Viscosity (Centistokes) 


100°F 210°F v.41. 
300 5 . 
Base Oil A 18.7 3.71 89 

















Call upon Enjay for prescription- Base Oil A+6.0 Vol.% Paranox 375 | 21.7 4.12 99 
balanced additives that 


--- meet your exacting specifications ‘ 
-..help you market your products successfully Base Oil B 16.4 3.37 





Enjay serves you 


with a complete line of petrochemicals to im- Base Oil B+6.0 Vol.% Paranox 375 | 19.2 3.78 
prove fuels and lubes @ with a larger staff de- 
voted exclusively to additives research and manu- A Special V! boost... Another Paranox 375 
facture ...a staff available to help you meet your Ad pm 

special additives requirements @ with quality vantage 

controls at every production step to assure that Paranox 375 has also shown the special quality of enhancing 
each order meets specifications @ with expedited Viscosity Index of formulations, thus reducing VI improver 
deliveries from Enjay product centers across the treating costs. Shown here are two typical examples of what 
country. Paranox 375 does to improve VI of base oils. 


For more information on how Paranox 375 and 
other Prescription-Balanced Paramins can im- 
prove your product’s performance . . . and lower 
your treating costs . .. write or phone today. 


THROUGH PETRO-CHEMISTRY 


Akron. Boston: Charlotte Chicago - Detroit -Los Angeles .New Orleans -Tulsa 
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47 footcandles on service area 
from all-mercury installation 


This new service station had a real problem— it had to have a 
lighting installation that could “live up” to its location. It is 
located on a triangle formed by a busy city street and a main 
feeder highway. Speed limits are 40 mph or better—high-speed 
traffic had to be pulled in to make the station’s night-time 
business profitable. 


Lighting engineers met the problem head-on by putting in an 
outstanding all-mercury lighting installation to make the station 
immediately noticeable from a distance — and considerably 
brighter than the busy intersection. They did the job with two 
1000-watt mercury luminaires mounted on each of the three 
pump islands, and four 1000-watt mercury floodlights around 
the perimeter. 


The all-mercury installation puts an average of 47.5 foot- 
candles illumination on pump islands and surrounding service 
areas. Drives and approaches are lighted by 1000-watt mercury 
floodlights, providing fast-moving traffic with plenty of time to 
slow down and pull in for service. 


on trends in service station lighting 


1. Pump island lighting consists of two Revere No. 7420 
enclosed Alzak aluminum luminaires using 1000-watt C-H15 
color-improved mercury lamps. 


2. Mercury luminaires are mounted at 15 feet on a Revere 
No. 585-12 square tapered pole with Revere No. 821-24 
double-upsweep brackets having a 4-foot offset. 


3. Approach and driveway lighting consists of Revere 
No. 7403-H enclosed Alzak aluminum floodlights mounted at 
24-foot heights on Revere No. 199-G-24 hinged poles. These 
floodlights are directed along the station perimeter with sub- 
stantial amounts of spill light falling on the adjacent street. 


4. Auxiliary lighting to highlight the station building is 
provided by five Revere No. 3281 cluster lights, mounted on 
No. 3246 splice box and No. 3247 2-in. slip-fitter. 


5. Power for the mercury lamps is provided by ten Revere 
No. 1382-KIR constant wattage transformers mounted inside 
the station. 


OUTDOOR LIGHTING 


Revere Electric Mfg. Co. « 


7420 Lehigh Avenue 


Chicago 48, Illinois (In suburban Niles) 


Long Distance Phone: Niles 7-6060 ¢ Chicago Phone: SPring 4-1200 ¢ Telegrams: WUX Niles 
In Canada: Curtis Lighting, Ltd., Leaside, Toronto, Ontario 
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Cooper ... the franchise of opportunity 


for dealers 
who want to be in 


the driver's seat 


There’s an open road to success 
when you go Cooper 








You’re the man in the driver’s seat when 

you hold a Cooper franchise for your market. 
It’s a happy and comforting feeling. 

You're sitting up front and you move out 
front fast — way ahead of competition. 


Cooper is the one supplier that doesn’t throw 
any road blocks in your way. There are no Cooper 
retail stores to take business from you; no 
loading your market with other Cooper dealers, 
no interference in your business. 


You get the help you need to keep going ahead: 
Plenty of room to grow, highest quality tires, 
complete line, lower buying prices, consistently 
higher profits. Plenty of free advertising, point-of- 
sale displays and sales promotion, plus a tire 
guarantee program that even covers accidental 
road hazard failures. And this means that 
Cooper gives you the big green light for / 
more sales all the way. 


Get up front in the driver’s seat 

with a Cooper franchise. Get a letter in 
the mail to Dept. 118 today. 

Cooper Tire & Rubber Company, 
Findlay, Ohio. 














Safety-Premium Cushion-Ride Air-Master Weather-Master 300" Road-Master Extra Mile 
AW) 3-D Nylon Safeguard Tyrex Cord Type Mud-Snow Truck-Bus 
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Yours now! 
Dealer ‘lraining 
on fastest-growing 


‘TBA item! 


Cash profits are headed for a big boost 
among dealers who see Fram’s new 
training film on air filters! 


Dry type engine air filters are now standard 
€quipment on all major makes of cars. More 
than 18,000,000 are now on the road... 
with half million more being added every 
month! 

The important thing is this: The filter 
cartridge must be replaced regularly. If it 
clogs with dirt and is not replaced, it can 
cut off air to the carburetor and cut gas 
mileage up to 10%! 

Few dealers know this. But Fram’s new 
training film on air filters now tells them. 

A recent Fram coast-to-coast survey re- 
veals that among the nation’s prime service 
stations, more than half the stations don’t 
even have a single air filter replacement 
cartridge on hand! This means millions of 
motorists may be losing gas mileage due to 


clogged air filters . . . and may be blaming 
their dealer’s service or his brand of gas. 

It means dealers may be losing customers 
without knowing why. And it certainly 
means loss of important profits since the 
dealer can make nearly $1.00 a minute 
installing air filter cartridges. 

Fram’s new Air Filter Training Film— 
in color and sound—is now helping to boost 
profits in the TBA departments of many oil 
companies. 

If you’d like this training show for your 
dealers, just say the word. It’s just part of 
FRAMARKETING*, a service that pro- 
vides you with the filter industry’s most 
effective aid in stimulating filter volume, oil 
volume, and sales on all under-the-hood 
items. 

For a full run-down on FRAMARKET- 
ING*, write or phone National Accounts 
Division, FRAM CORPORATION, Provi- 
dence 16, R. I1—GEneva 4-7000. 


SFRAMARKETING. . . the automotive industry’s most complete service 
for development of volume filter business . . . through research, train- 
ing, advertising, promotion, sales-aids and personal field assistance. 








4 


] 
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GREASE MARKETERS... WILL YOUR BRAND 
NAME BE YEARS AHEAD FOR YEARS T0 COME? 


The years ahead represent a giant 
challenge to the best efforts of Amer- 
ican industry. The answer lies in 
research by men with a driving sci- 
entific curiosity, working with testing 
equipment engineered to cope with 
stringent performance specifications. 
To step up its research facilities, 
International Lubricant has recently 
completed a great new Research Lab- 
oratory. Here, highly trained chemists 
and engineers, cooperating with far- 
sighted grease marketers, have reded- 
icated themselves to work with un- 
tiring zeal so that no nation anywhere 
can surpass our efforts or our products 
in the field of lubrication. We invite 
a ae your inquiry. 
The oil constituents in greases are carefully controlled. Here 
chemist determines oxidation resistance of oil samples used in 
grease manufacture. 





Specially developed analytical procedures are used to test the quality of lubricating oils from which International 


Gz. INTERNATIONAL LUBRICANT CORP. 


NEW ORLEANS, LOUISIANA 


Manufacturers of top quality lubricants: Aviation + Industrial » Automotive + Marine 


With Research Comes Quality, With Quality Comes Leadership 
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Morrison saves every drop 


ANGLE CHECK VALVE, double poppet type. 
Brass poppets on raised self-cleaning 
seats. Metal-to-metal contact. Model #339 
has galvanized iron body. Sizes 14” and 2”. 


TIGHTER SEAL | PREVENTS VAPOR FORMING—Your liquid han- 
dling equipment will give you tighter connections, effectively prevents any vapor forming, operates longer if it 
is designed and engineered by Morrison. Morrison has served the growing needs of the oil industry since its 
inception with products and equipment that return more profit for the owner and the operator. 


ALL BRONZE FOOT VALVE of 
double poppet type .. . of care- 
fully guided brass. The seating 
surfaces of these poppets are 
ground flat. ideal for gasoline 
service. Model 4335. \%", 1%, 
1%", 1%" and 2”. 


1960 CATALOG now available. You will want this complete 
listing of equipment you need for profit and low maintenance. 


Order your copy today. 


MORRISON BROS. Co. 
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VERTICAL CHECK VALVE with 
brass body and lightly spring 
loaded single poppet. Com- 
position disc seals against 
beveled seat. Model #158A in 
¥%,” to 4” sizes. 4” size of alu- 
mi 


HEAVY DUTY MANHOLE takes years of 
abuse by heaviest trucks. Cast iron lid 
and one piece cast iron body 

tread lid. Convenient 

meet all competition. 

diameter. 


SKELETON VIEW, al 
right shows internal 
locking cap of 
Morrison Fig. 357B 
installed in Fig. 319 
manhole 


OIL EQUIPMENT HEADQUARTERS | DUBUQUE, IOWA 


$s 





The One and Only 


NPN's annual mid-May FACTBOOK issue is the one and only of its kind. There is no 


other single source of so much statistical and reference data of year around use available 
to oil marketing management men. 


That is one reason why in an average month 13,711 oil marketing management men 
use the NPN FACTBOOK 36,503 times.* That is almost three times a month on average 


they expose themselves to the advertising in the FACTBOOK . .. a possible 470,277 
sales contacts a year for you. 


Get year around coverage of information-seeking oil marketing management men 
by advertising in the 1960-61 issue of NPN's annual mid-May FACTBOOK issue. 


Closing date for advertising space reservations is April | 5th. 


C480 All-paid, audited circulation 
NATIONAL PETROLEUM NEWS — A McGraw-Hill Publication 


For Oil Marketing Management 330 West 42nd Street, New York 36, N. Y. 


*Based on Reader Feedback readership survey of the 1958-59 issue. 
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iTOKHEIM 


MODEL 635 


METERS 




















Precision Measurement with Pre-set Control 
SIMPLIFIES TANK TRUCK DELIVERIES! 


It’s just like adding a helper. Tokheim Meter 
Model 635 tends the truck while driver tends 





record the totals of all the gallonage delivered. 
The extreme flexibility of Tokheim meters 


the nozzle. Set gallonage in advance—Pre-set 
Control lets product flow at 40 g.p.m. Then, 
within three seconds of full delivery, it smoothly, 
automatically reduces to secondary flow of 11 
g-p-m. Gently cushions automatic stop—elimi- 
nates shock and strain on equipment. Exclusive, 
lever-type wheel settings accurately measure and 


makes them ideal for either single or dual instal- 
lations. Air separator and strainer are reversible. 
Ticket Printer is optional. And unit is equally 
efficient for tank trucks, bulk plants, airports or 
industry. Investigate Precision Measurement 
with Pre-set Flow Control today! See your Tok- 
heim representative, or write factory for literature. 


SYMBOL OF EXCELLENCE 
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General Products Division 
Serr TOKHEIM CORPORATION 


1650 WABASH AVE. FORT WAYNE 1, IND. 





Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 





CHEVY’S BIG NEW BUILD IS LIKE 


s ‘ tc am 
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Here are some of the many ways in which Chevrolet’s totally new build for 
60 will work to build a bigger bank account for you. They show that a ’60 
Chevy means profit, through longer life, less maintenance, easier working, 
outsized cargoes and extra economy! 


pee reer 


Major components of a 1960 Chevrolet truck last up 





to four times longer than ordinary truck parts — 





exhaustive testing has proved it. Likewise, the totally 
new cabs have proved 67% more resistant to twisting; 
and new frames for many models are as much as 
eleven times stronger in torsional rigidity. These are 
typical 1960 Chevrolet truck facts and figures — and 
they point up a new kind of tough truck build that 
helps you hang on to your dollars. And consider these 
60 Chevy features from a profit-boosting standpoint: 
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MONEY IN THE BANK FOR YOU! 


nad 


New torsion-bar independent front suspension saves maintenance, New Chevrolet brakes a: bigger; better 
increases work output. Independently suspended front wheels step at bringing a loaded truck to a safe, sure stop. 
right over bumps; tough torsion bar springs soak up shocks, As much And the extra-wide lining wears longer — helps 
as 78% of all objectionable road shock is absorbed before it reaches reduce maintenance expense. You get the best 
truck body, sheet metal or driver! And the smooth ride saves time in braking in every Chevy; in light-duty models, 
on rough roads; means more work per day. tough torque-action brakes are extra efficient. 











New Chevy frames with new do-the-job brawn. Box-section Precision-balanced wheels. this small bal- 
rail design is stronger than ever; rail section modulus has been ancing weight indicates that all Chevrolet truck front 
increased as much as 33%. And massive box-section front wheels are balanced in assembly — an advantage no 
crossmember adds to truck stamina; helps keep you going years other truck offers. It’s assurance that Chevy handles 
longer at least expense. New drop-frame construction lowers easily and safely; that tires will last longer without 
truck height; makes cab entry and truck loading easier. shimmy and shakes from wheel imbalance. 





Chevy’s big new full-width hood and low-profile fenders make underhood components more accessible; servicing is 
faster and easier. New frictionless coil springs in the rear effectively soak up road shocks before they reach the frame. 
You'll find, too, that 1960's savingest truck power is Chevrolet’s: famous economy 6's and efficient short-stroke V8’s for 
light-duty models . . . high-power, high-torque V8’s and tough, dependable 6's for the bigger trucks. It'll profit you to 
see your Chevrolet dealer about Chevy’s big new build, sometime soon. . . . Chevrolet Division of General Motors, 
Detroit 2, Michigan. 


1960 CHEVROLET STURDI-BILT TRUCKS z7ieerrsay 
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cuts replacement costs 


Ordinarily, the reinforcing layers of an oil loading hose 
are penetrated by damaging oil hydrocarbon molecules that 
can Cause separation between the internal components of the 
hose. This separation often leads to costly early failure of 
the hose. 

That is why Gates Oil Suction & Discharge Hose is made 
with a protective layer of special rubber compound between 
the tube of the hose and the layers of carcass fabric. This 
protective rubber compound acts as a barrier to permeation 
and damage by the oil hydrocarbon molecules. 

As a result, Gates Oil Suction & Discharge hose gives you - 
a long, extra period of service life, reducing your hose re-' 
placement costs. 


reinforce- 
_ment wire 


Gates 0. S. & D. Hose is quickly available from warehouse stocks 
in all major industrial areas. Call the Gates sales office listed 
in your telephone directory for quick delivery. 


The Gates Rubber Company 


Denver, Colorado 


The Mark of Speciolized Research 


rubber 
flange 


built-in : 


You also get 
these additional 
money-saving features: 


Tough, resilient stock resists 
damage by aging, abrasion, 
weather and oil. 


Handles petroleum products 
without softening or swelling. 


Spiral-wound steel wire 
provides maximum strength and 
crush resistance. 


Strong fabrics in multiple 
plies... engineered for full rated 
pressures. 


A Gates exclusive formed by 
rubber and fabric over steel. 
Provides a sturdy, light-weight, 
self-sealing fitting. Lasts life 
of hose. Static-bonded to 


discharge electricity. 
TPA-870 


Gates Oil Loading Hose 
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NEW TODAY...DESIGNED FOR TOMORROW...TO GIVE YOUR CUSTOMERS 


=~ 


oul Alemite . offers you a complete, dependable source 

for all your modern service equipment needs. Alemite 
THE ONLY COMPLETE LINE equipment not only gives you faster, longer-lasting 
OF SERVICE EQUIPMENT! service. It is backed by unmatched protection in writ- 

ing. Only Alemite offers: (1) a 27-month “Sealed-in Air 
@ Deluxe lubricant pumps and drains Motor” warranty... (2) a 12-month Equipment War- 
ranty...(3) a 12-month warranty on high-pressure 
hose! And Alemite maintains 484 service centers coast- 
to-coast, to give prompt attention to any maintenance 
@ New Cross-Sight Aligner or repair problem. 


@ Overhead hose reels 
@ Electronic wheel balancer 


@ Spray-Kleen Car Wash System 
Dept. AS-30, 1850 Diversey Parkway, Chicago 14, Illinois 
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CORROSION MARKS PROVE... 


Jvefferson’s 


JEFFERSON JC-20 


(Aluminum) 


BRAND X 
(Aluminum) 












» 





new antifreeze formula is the 


best available to wear Your Private Label 


The coupon samples of aluminum 
above tell the graphic story of the 
excellent corrosion inhibitors in Jef- 
ferson Chemical’s new ethylene gly- 
col antifreeze formula, JC-20. 
Comparison tests were made with 
all leading brands of antifreeze un- 
der identical circumstances. Coupon 
bundles contained iron, steel, alumi- 
num, solder, brass and copper in the 
approximate proportions found in 
the average automotive system. 


Ethylene and Propylene Oxides, 


Glycols, Dichlorides, Carbonates -« 


Results . . . the coupons subjected 
to JC-20 showed far less weight 
loss from corrosion attack on all 
metals than the average of the other 
leading brands, with pronounced su- 
periority on aluminum, brass and 
copper. The new Jefferson formula 
shows up equally well in foaming 
and freezing point tests. Also, JC-20 
contains no arsenic. 

Ask to see the 15-minute slide/ 
sound film which clearly- shows the 


Ethanolamines 


SURFONIC® Surface-Active Agents * Polyethylene and Polypropylene Glycols * Morpholine 


N-Alkyl Morpholines © Piperazine « 
HOUSTON + NEW YORK + CHICAGO 


Piperazine Salts * Nonyl Phenol * Caustic Soda 


* CLEVELAND + CHARLOTTE + LOS ANGELES 


advantages of Jefferson’s new anti- 
freeze formula, production facilities, 
and marketing-aid program. If you 
currently market antifreeze under 
Your Private Label, or you are con- 
sidering entering this $300,000,000 
market, by all means get the facts 
from the helpful Jefferson man... 
Jefferson Chemical Company, Inc., 
1121 Walker Avenue, P. O. Box 
303, Houston 1, Texas. 
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ARO 
HAND JACKS 
Versatile, practical . . . preci- 
sion built to put tons of power 
to work for you! Six models— 
© 1% thru 20 tons, 


ARO 
CAR STANDS ARO 
BUMPER JACKS 
Choice of single posts, bipods, tri- 
pods. ARO has them all! Mechani- 
cal or hydraulic. Yours for efficient, 
low-cost, dependable lifting! 


Safe lock! Impossible to lower 
while under load. Easy to use, 
sturdy, dependable . . . and 
low cost! Choice of 2, 5 and 7 
ton capacities. 


ARO 


ONE END LIFTS 
Portable. Lift any car safely! Ex- 
tremely sturdy. Fast, efficient, easy 
to use. Choice of air, 
hydraulic, mechanical. 


ie 


ARO 


FLOOR JACKS 
Extremely rugged, compact, 
safe. Wide swivel wheels for 
quick, easy spotting. Saves 
job time, increase profit. 


> 


Extra Rugged, Built To Last... Backed By 
30 Years Of ARO Know-How In Automotive Service Equipment 


New ARO Jacks will save you time on the job... 
and that means more profits in the till! They’re 
custom-engineered for top performance . . . Easy to 
handle, too, because every phase of the design is 
right. No excess bulk or weight to tug or pull. Yet 
these great Jacks have brute-strength for big capac- 
ity and safety. 


ARO gives you a full selection of Jacks in every 
category, including transmission jacks, to service 


[ARO] JACKS 


ALSO COMPLETE LINE OF MODERN LUBE EQUIPMENT @ ACCESSORIES 


hide) oe 


OVERHEAD 7 SJR 


REELS "LUBE RIGS _) PUMPS 
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every car on the road. They’re proud companions 
to ARO’s Lube equipment line, known world-wide 
for quality. Your ARO Jacks will be an investment 
in better customer service, better profits. Mail the 
coupon now for complete information. 


THE ARO EQUIPMENT CORPORATION 
GENERAL OFFICES—SRYAN, OHIO «© Plants at Bryan and Cleveland, Ohio 


Aro Equipment of Canada Ltd., Rexdale (Toronto), Ontario. Factory Branches: Detroit, 
Elizabeth, N.J., Los Angeles, New York City, Minneapolis-St. Paul. Offices in All Principal 





Pleose RUSH all the facts on new. ARO Jacks; 
without obligation to me. 











DRIVEWAY 
SIGNAL 








BELLS 











TOP CHOICE Nes 


*FIRESTONE T.M. 


FOR LOW OVERHEAD 
DELIVERIES 


FIRESTONE, THE LOW-COST-PER-MILE TIRE FOR ON-TIME PETROLEUM DELIVERIES! 


Firestone tires’ low-cost-per-mile is reflected in performance records of 
thousands of trucks across the country. That’s because 425,000,000 tire miles 
a year in Firestone’s own truck tire testing program prove Firestone truck 
tires are your best buy! This vast tire testing program resulted in Firestone 
Rubber-X, the longest-wearing rubber ever used in Firestone truck tires. 
It also resulted in Firestone Shock-Fortified cord which means extra miles 
of service out of every tire. Get performance proved Firestone truck tires, 
on convenient terms if you wish, at your nearby Firestone Dealer or Store. 


— 


a —< 
BETTER RUBBER FROM START TO FINISH =~ e 


Copyright 1960, The Firestone Tire & Rubber Company 
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Leading marketers choose Crescent wire 
and cable for three big reasons: 


COLOR © Crescent provides your com- 
- pany's color for quick, positive identi- 
fication. Ask for free samples. 


_ MERCHANDISING Crescent sales pro- 
grams help stimulate your sales. on 
the full details now! 


QUALITY + Crescent peg corrosion- — 
sees terminals. with spring steel 
» inserts to permit repeated flexing . . “ 
‘easy-to-install shell type lugs... plas-- 
> fic insulation that resists Py grease, 
gine gene 


LEAD TERMINAL INSULATED CABLE 


(irH# exes CRESCENT COMPANY, INC. 


- 


= — tet PAWTUCKET, RHODE ISLAND 
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ALL-SCHRADER 
AIR-TIRE SERVICE 


PAYS! 


Provide your customers, and yourself, with 
the benefits of All-Schrader Air-Tire Serv- 
ice. You get: top customer satisfaction ... 
top savings in time, money and effort ... top 
all-around efficiency. Your supplier has all 
these genuine Schrader products. Ask for 
them by name. 


TIRE VALVE CAPS 
AND CORES! 


A fresh Schrader Cap and Core with 
every tire change is air-seal insurance 
customers appreciate. Schrader’s new 
Swivel-T Core with plug seal of Teflon* 
can’t get stuck! And they cost no more! 


. 
V3 


Service Package of Service Package of #880V Cap 
100 Schrader Caps 100 Schrader Cores 


TIRE REPAIRS! 


Make money from repair 
business. Schrader patches, 
tube or tubeless repair mate- 
rial help you fix flats in rec- 
ord time. 


SELF VULCANIZING 
SCHRADER TIRE 
VALVES—Look for the red 


NEW ALL-SERVICE REPAIR KIT con- cover! Full line of Chem- 
tains all patch sizes, tools, and fluid re eae 
you need to make over $140 worth now in stock. Handle tube 


: ; ‘ . valve replacement as easy 
Fat the easy self-vulcan as tubeless. No heat, 


smoke or tricky vulcanizer. 


Easy to apply 
with ‘miracle 
cure” #338 
“Fix Flats” 

Schrader Self-Vulcan- Flui 

izing Patches give you 

a real cured-on ‘‘cold”’ 

patch for tube or tube- 

less. 





VA LVE S ! Schrader supplies 


them for any ve- 
SNAP-IN VALVES, adjusted with two _hicle, tube or tube- 
less. With new tires 
delivered valveless, 
you need your own 


{ , : supply and with 
just two valves, two 
extensions you’re 
stocked for all cars. 
= ww 
#3680C +36806 


#413R #54 Extension Extension 


Tubeless Tubeless 
Tire Valve Tire Valve 


extensions, service all passenger cars. 


#992 MOUNTING TOOL 
{ for quick insertion of Truck 
snap-in type valves. Tubeless Tire Valves 


For your customers’ safety, always make it a rule to change the 
valve when mounting new tubeless tires on passenger cars! 


TIRE GAUGES! —— 


Gauging tires of every 
car that comes into your 
station is a 30-second 


service that's easy and #3650 type Chuck Gauge is setting 
profitable by Schrader’s performance records. Gauges, deflates, 
full line of gauges. inflates with one finger. Various re- 
placeable gauge units and chucks. In- 
3 valuable, particularly in tire service 
AY area. 
Ye . aoe TT aa sae 


#8106B Trutest Special Gauge checks accuracy of all other gauges. 











—? 


, a? Se 
#7188BH All-Purpose Service Gauge for all service needs. 


#7750T Pencil-Type Gauge fits in pocket with handy clip. 


AIR ACCESSORIES! @ 


You already have air service. Put it 

to work more efficiently with Schrader 

Accessories. And remember, EXTRA 

airlines pay for themselves quickly +7184 Blow Gun 
in saving steps. has a hundred uses. 





I 
NEW! SCHRADER 


iINDUSTRY-INTERCHANGEABLE 
HI-FLO* AIRLINE COUPLERS 

fod type for - eee oe 
eration . . . won’t open acciden- eee ‘ 
tally even when dragged or , #3332 Airline Filter 
snarled. Connects and disconnects protects your air 

in a single upstream push or pull #81598 tools, keeps lines 
with one hand, gloved or greasy! Dual Foot clean. 

Variety of end fittings. Air Chuck 


#8052 type Couplers . 
and Adapters attach, de- Pe ¢) —— 
PLUS tach in seconds, make ua 


\ 
\ 


‘2 


“plug-in” air as Conven- 
ient as electricity. 


*Reg. U.S. Pat. Off. 


ae 


A. SCHRADER’S SON * BROOKLYN 38, N. Y. 
Division of Scovill Manufacturing Co., Inc. 


FIRST NAME IN TIRE VALVES 





edivisionof SCOVILL 











FOR ORIGINAL EQUIPMENT AND REPLACEMENT 


Made in America to American Standards of Quality 
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“HOW CAN 
DU PONT PAINTS CUT 
YOUR MAINTENANCE 
COSTS 50%?" 


Ask Larry Schmeig. Larry’s a member of 
Du Pont’s special technical service group, specif- 
ically trained to help you solve your maintenance 
painting problem. As he puts it: 


“When you’re talking economy in maintenance 
painting, initial cost per gallon is a small part 
of the total picture. Much more important, in 
terms of real savings, are maximum efficiency of 
application and length of time the paint job lasts. 
As a matter of fact, in a recent 7-year period we 
were able to cut painting costs at Du Pont 50% 
—for a net saving of more than $1,000,000. 


“Can you effect this kind of saving? Certainly. 
You see, we work right along with your mainte- 
nance men, to help you reduce costs every step 
of the way. First, we make a thorough analysis 
of your particular maintenance problem. Then 
we recommend the exact surface preparation, 
priming and top-coating to fit your needs. Finally, 
we draw on our experience to offer you expert 
guidance in efficient methods of application. The 
result: finishes that are tough, durable, right for 
the job—at lowest cost per square foot per year.” 


For complete information on how you can cut 
paint maintenance costs while improving your 
plant’s appearance, contact your Du Pont Techni- 
cal Representative. Or write: E. 1. du Pont de 
Nemours & Co. (Inc.), Finishes Division, Dept. 
NPN-63, Wilmington 98, Delaware. 


* * * 


L. G. Schmeig began his career in Du Pont’s Sales 
Service Laboratory 24 years ago, after complet- 
ing his education at Temple University. Five years 
later he became a Du Pont Technical Representa- 
tive servicing company-owned plants. Since then, 
he’s been busy solving painting problems for 
architects, engineers and maintenance men in the 
fields of petroleum, marine, utilities and heavy 
chemicals. In 1958 he took over as Southwestern 
District Manager, Industrial Maintenance Sales, 


eeeeeeeeees 


PAINTS 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 
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Daytona Beach motels have heated swimming pools. Gulf Solar Heat fuels the heating equipment. 


Solar Heat Dealer Shines 
When Florida Sun Won't 


In 1911, Ucal Cunningham drove the first Gulf truck ever seen 
in Florida. Today Cunningham Oil Company operates a fleet of 
trucks giving 24 hours service on Gulf Solar Heat. 
“By hydrogen-purifying its heating oil, Gulf has saved us 
a lot of trouble,” says Ucal.‘‘Ordinary heating oil is unstable and 
tends to break down during long storage. But Gulf Solar Heat Go one better 
stores clean and burns clean. We never have a burner failure —Go Gulf 
caused by fuel trouble. 


“Most of our customers are motels. They can’t be without 
heat in cool weather. They’re as happy with Solar Heat as weare.”’ 
For the full story on Gulf Solar Heat and the many sales advan- 


tages you can enjoy as a Solar Heat brand reseller, phone your 
nearest Gulf office . . . collect! Do it today. 


Behind father and son are two and a half miles of motels, Cunningham Oil Company is a two generation enterprise 
most of them confirmed Gulf Solar Heat users. today. Here are Ucal and son, Gary, calling on a customer. 
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EVER-TITE « 


EVER-TITE 
STANDARD 
ADAPTER AND 
COUPLER 


EVER-TITE 
ADAPTER 
™ #AND 
+ COUPLER 


EVER-TITE 








Here is why EVER-TITE assures 


Superior quality forged body 
—precision machined —< 


Uniform wall thickness 
—no weak spots 


Extra heavy reinforcing rim 


Larger diameter cam ears 
for longer service lif 


Hi-Strength 
forged Steel 
handles pins 
—greater —dgreater 
economy safety and 
longer 
service 


Uniform heavy 
wall thickness 
—no weak spot ( . 
sai Superior quality forged body 
Recess retains gasket —precision machined 
in coupler and assures — accurate tolerances 





proper placement 











EVER-TITE 
COUPLING ELBOW AND 
CHECK VALVE UNIT 


ou save time in deliveries—and reduce wear and 

maintenance costs—when you use Ever-Tite 
Couplings. Ever-Tite gives you the finest in quality 
and engineering. And Ever-Tite gives you tight 
connections every time—because every Ever-Tite 
has positive gasket compression that is dependable 
under all conditions. Get Ever-Tites—and get the 
best in quick couplings. There is an Ever-Tite for 


every need. Ask your distributor. 
Brass 
Malleable 


Other materials available on request 


Aluminum 


Stainless 
Monel 


EVER-TITE 
ADAPTER 


AND COUPLER 


FOR 
TANK CAR 
UNLOADING 
EVER-TITE 
90° FULL-FLO 


ADAPTER AND COUPLER 
Drop Tubes or Pipe Threads 


, EVER--TITE 
EVER-TITE SPOOL ADAPTER | ™-!. 2.” 
, R Ht courier 


*Maximum inside diameter 


The Best In 
vick Couplings 


For Tight Fill 
Deliveries 








y 
MUNIN 
WY, 


EVER-TITE “99” COUPLER 
with Sight Gauge 


Locking Cap . 


is 


97 
Twisting Cap 


97 Adapter 
No. 97 97 Adapters 
Ever-Tite for Ever-Tite 
Fill Cap “99” Coupler 


Also a a4 
complete a TIGHT FILL 
SYSTEM 


2” 1.P.T. 


Dust Plug Dust Cap 


EVER-TITE 
DUST PROTECTORS 


oe > 


Chain for attaching Dust Caps 
or Dust Plugs 
to adapters or couplers 


EVER-TITE EVER-TITE 
GASKETS HANDLES 





EVER-TITE COUPLING CO. INC., 254 WEST 54TH STREET, NEW YORK 19, N. Y. 
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Ahead of the News 





IN WASHINGTON 
Defense Money for Roads? ——Support is growing in 
Washington for proposals to get the Defense Dept. to 
contribute money to the interstate highway program, 
now financed mainly by motor-fuel taxes. Rep. Scherer 
of Ohio, ranking Republican on the House public- 
works roads subcommittee, says he’ll back such a pro- 
posal. Democratic members of the subcommittee are 
building a case to support the idea. If the Defense 
Dept. contributes, it might reduce pressures for higher 
gasoline taxes. The administration won a 1¢ gal. boost 
last year and is asking for a 0.5¢ gal. increase this year. 
: * 

Merger Menace—The Justice Dept. is down on 
mergers and will be blocking more this year. The de- 

’s opposition to the Texaco-Superior merger 
and the Sohio-Leonard merger was the result of a 
deliberate policy. By indicating opposition, the Justice 
Dept. stops merger plans by companies who don’t 
want to be snarled in possible years of litigation. The 
department considers it “a primary antitrust task” to 
keep the present number of competitive units in oil 
marketing, as well as in production and refining. 

® 


Labeling Bill Progresses—Pending in the Senate 
finance committee is a House-passed bill that would 
require imported repackaged goods to be marked with 
name of the country of origin. This would mean lube- 
oil containers would have to be so marked if any part 
of the contents come from a foreign country. 





AROUND THE COUNTRY 


All-Oil Credit Card —A revised plan for an all-oil 
credit card is in the works. Oil Services Credit Corp., 
Chicago, is contacting a number of oil companies on 
changes made to overcome objections to its original 
proposal (NPN—Feb. p86). The alternate plan allows 
companies to do their own processing, that is, billing, 
collecting, and issuing credit cards. The charge for the 
reduced service would be 0.45 of 1% of billings, in- 
stead of the original 4% for all processing. A company 
official claims 12 to 15 oil firms are showing varying 
degrees of interest in the revised plan. 


Changes at Gulf —Another major reorganization is 
in prospect for Gulf Oil’s marketing department. Ob- 
ject: streamlining. For one thing, the eight divisions 
may be reduced to four. A former Jersey Standard 
executive, who has been studying Gulf’s setup, has 
submitted recommendations, which will be the basis of 
changes scheduled to occur by May, an industry in- 
formant reports. Gulf’s extensive management over- 
haul about three years ago, resulted in shortened lines 
of communication and a more flexible marketing de- 
partment. — 
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Pricing Investigations—Look for more investigations 
into gasoline pricing. Chronic price disturbances are 
behind them. Hot cases in the news: 

@ Alabama—aA legislative committee is investigat- 
ing gasoline pricing by majors and independents. Chair- 
man is Alabama senator and Amoco jobber E. O. 
Eddins. Question: Should national accounts get price 
deals? 

@ Indiana—The Indiana In Petroleum 
Assn. is trying to find “legal aid” for jobbers in dis- 
tressed markets. Question: Is price “protection” exces- 
sive? 

@ California—The attorney general is studying 
charges by the California Federation of Service Stations 
that gasoline is being sold below cost. 

@ Virginia, West Virginia—The Justice Dept.’s 
antitrust division is investigating pricing and distribu- 
tion practices of Esso Standard. 

@ Other Areas—The division is probing pricing 
“in several areas and situations,” says Rep. Roosevelt. 


* 
Personnel Reduction —Because of skyrocketing 
costs, another big oil company is contemplating a 5%- 
10% reduction in personnel this year. Attrition will 
account for some of the cutback. It also plans to re- 
view all employes in the over-55 age bracket to de- 
termine the feasibility of accelerated retirement. 


Another Chevron Switch —Some new Chevron sta- 
tions in New Jersey bear the red, white, and blue color 
motif of Standard of California, the parent company. 
It’s a new phase in Standard of California’s program 
for achieving national uniformity. A combination of 
red and white has becn used by California Oil, Cal 
Standard’s East Coast subsidiary, since it began mar- 
keting along the Atlantic seaboard after World War II. 
Other steps in the “Chevronization” program were (1) 
adoption of the Standard hallmark—a red, white, and 
blue chevron—throughout its marketing area, and (2) 
general use of the Chevron brand name (replacing 
“Calso” in the East). Chevron’s latest move assumes 
added significance in that Standztd of California sends 
its red, white, and blue into direct competition with Esso 
Standard’s red, white, and blue—in Esso’s backyard. 
4 
Divorcement Dilemma—Marketing divorcement, al- 
though aimed at integrated companies, would ruin 
many jobbers and dealers, two major-company mar- 
keting officials told the Missouri Petroleum Assn. J. 
G. Jordan, Shell, and George D. McDaniel, Mobil, 
said divorcement as sometimes proposed by Rep. James 
Roosevelt (D., Calif.) would force large numbers of 
service stations into the hands of new marketing com- 
panies, which would pressure many dealers and job- 
bers out. 
a 

Superpremium Test—-A big supplier will run a 
wide-scale market test on superpremium gasoline this 
spring. The area will be four states where superpremi- 
ums aren’t sold now. 


More Ahead of the News 
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Ahead of the News 


Commercial-Accounts Competition— About 20 
gasoline jobbers in three Midwest states (Wisconsin, 
Minnesota, and North Dakota) are forming their own 
corporation to purchase TBA. That's the main purpose, 
but the jobbers say nothing can prevent them from 
buying up spot loads of gasoline at low prices to give 
the majors some competition on commercial gasoline 
accounts. 





© 
One Less Multibrander —Ince Oil of Lubbock, 
Tex., is now an exclusive American Petrofina jobber 
in West Texas. Ince was. a multibrand jobber (NPN— 
Jan. p97) until last November, now sells Fina prod- 
ucts through 33 outlets. 

® 
Mass-Volume Deal —Sol Polk, one of the biggest 
mass-volume merchants in the U.S., is eying a tie-in 
with 1,000 independent Chicago gasoline retailers 
“who have got vision and guts.” Polk’s franchised 
Commercial Tire & Supply Co., Chicago, would as- 
sign its agents and salesmen to promote tire sales 
through the independent dealers. At the same time, the 
dealers would pass back leads on customers in the 
market for a new TV or phone appliance, which Com- 
mercial Tire will also sell. This one-hand-washes-the- 
other deal may eventually be formalized on a contract 
basis, says Polk. 

* 
Eyes on Houston—Gulf Oil’s decision to move its 
marketing 110 from Pittsburgh to Houston awaits only 
a formal announcement, reports an industry source 
(NPN—Jan. p57). Marketing, headed by VP J. L. 
Lenker, will reportedly have a comparatively small 
staff in Houston, with strength concentrated in the 
field. Big significance of the choice of Houston: It’s a 
logical jumping-off place for a West Coast expansion 
program. Jersey Standard’s new Humble (Del.) is now 
headquartered there also. 

e ; 
Major-Jobber Unrest —“Some: major-brand jobbers 
are getting tired of supplier pricing policies that enable 
unbranded operators to capture too large a share of 
the gasoline market,” said William S. Jones Jr., past 
president, to the Missouri Petroleum Assn. “Most of 
us are beginning to think (the private-brander) doesn’t 
deserve a 2¢ differential.” 

¢ 
Dump Now, Pay Later—At least two majors are 
moving toward a new gasoline delivery method in the 
Southwest. Gasoline is dumped at stations when they’re 
closed, usually late at night; dealers then pay once or 
twice weekly, according to amounts actually sold 
through pumps. One company started the plan about 
a year ago, now has 65% of Southwest stations on it. 
The other company is still in the testing stage. 

& 
No. 1 Problem —Depressed price figures to continue 
as the industry’s top problem for some time, many 
marketers believe. In 1959 alone, one company’s 
Southwestern division gave up over $3.5-million in 
voluntary allowances. The December figure by itself 
was over $500,000. 
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Jobbers Take in Consignees— Consignee _mem- 
bership in jobber associations is gaining ground. Latest 


- addition is a consignee division of Intermountain Oil 


Jobbers Assn, Northwest Petroleum Assn. directors . 
will consider this spring whether to set up such a di- 
vision. Jobber groups that have already opened their 
memberships to consignees are in Virginia, Mou Coro: “i 
lina, Texas, and sass. 


Bay Expanding —Bay Poti) is ears = move 
its retail operations into North Carolina in the near 
future. The company moved into South Carolina in 
February, when it opened a station in Spartansburg, 

* 
Fair-Trade Troubles? —Many Pennsylvania oil job- 
bers are concerned that fair trade’s days in gasoline. 
marketing in their state are numbered, As evidence 
they point to (1) five recent court decisions which 
denied injunctions to Sinclair and Texaco against their 
dealers, (2) many price-disturbed areas, (3) a growing 
number of private-brand outlets, and (4) an increased 
interest of some branded jobbers in private-brand 

operations. 

° 
Faster Transport Unloading —A fuel-oil equipment 
manufacturer says he’s working om gasoline un- 
loading equipment that will power-unload a ‘transport 
through 2-in. hose faster than gravity unloads it 
through a 4-in. hose. 

» 
Cutting Real-Estate Costs—Continental Oil . Co. 
hopes to lower real-estate costs for marketing proper- _ 
ties. In February Conoco held its first company wide 
real-estate clinic, bringing real-estate men from all 
parts of Conoco’s area into Houston to compare. their 
methods. 

cy ay 
Jersey Expands Play Series —Standard Oil (N.J.) 
is so pleased with public response to its a 
television dramatic series “Play of the Week” in New 
York, that it’s going to sponsor the same series in 
Washington, D. C. Appealing to more literary tastes, 
the programs are two-hour presentations of plays suc- 
cessful in the legitimate theater. Mail and 
columns have praised Jersey’s hands-off policy on. 
dramatic content and its low-pressure commercials. 
“Our commercials just tell the audience a little about 
the oil business in a general way,” says a Jersey official, 
“but from the reaction to the show, we think this ap- 
proach is bound to pay off at the gas pump.” 


IN DETROIT 


Compact Compacts —Look for an even smaller ver- 
sion of the American “compact” car next season, a 
Detroit informant reports. This type of automobile 
will come closer in size to the foreign small cars 





‘which have achieved great popularity. The object of 


the compact compacts would be to compete directly 
with the little imports. 
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Trends to Watch 


National Oil Jobbers Council will take a fresh tack under mew leadership elected 
last November. Object now is to refute the accusation that NOJC threatens too 
Much, accomplishes too little in industry affairs. Promises one jobber leader, 
“From now on if these guys ask for action, they'll get action.” 

Hunt for ways to relieve products surplus may crystallize at NOJC’s Wash- 
ington meeting next May. NOJC sent letters to refiners in January, asking out- 
look for cuts in runs. Letters requested action within 90 days. Whether NOJC 
turns to Federal Trade Commission for probe may depend on refiners’ responses. 


— NPN — 


Memo to companies in reorganization: How are your communications lines? 
Informal poll of executives involved in current shakeups turns up internal com- 
munications—or failure of same—as top problem. Root of the trouble: sweeping 
structural changes weren’t explained sufficiently or far enough in advance. Results: 
overload on the grapevine, morale-weakening rumors, job insecurity. 

Here’s a typical case. In one major subsidiary, a 31-year employee in middle 
management canceled his vacation when a company consolidation was announced. 
He was afraid he’d return to find himself fired. Rightly or wrongly, he’d had 
no official word on what to expect—and months later, still hadn’t. His work 
went downhill and his family life suffered. But he wound up keeping his job. 

In some cases, job insecurity affects performance; in others it goes further. 
A regional competitor of a consolidating major reported “an avalanche” of em- 
ployment: requests from the major’s employees when the consolidation started. 

What do you do about if? It’s not enough to run an explanatory article in 
the company house organ (although that’s a must). Executives who’ve had re- 
organization experience say you have to make sure your people get the word 
in advance from inside, not over the grapevine or from competitors. Once things 
get under way, it’s vital to create a spirit of personal consideration—a feeling 
that employees are being handled as individuals, not numbers. 


— NPN — 
Look for Skelly and Tidewater to reopen merger negotiations, perhaps next year. 


Sources high in both companies say it has to come. Possible brand name to be 
used by the surviving corporation: “Flying A,” now owned by Tidewater. 
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Your Personal Business 


To take care of your heart, don’t overeat rich foods and don’t overheat your 
emotions. The “mental sweat” of prolonged emotional stress, plus trying to digest 
the wrong kind of fats and oils day after day, could easily be the main reason 
why too many middle-aged American men die of heart disease. 

That’s the latest diagnosis from’two medical teams studying the effects of too 
much cholesterol in the blood—a condition many doctors say leads to early 
“hardening” of the arteries and deterioration of heart muscle tissue. 

At the National Heart Institute near Washington, D.C., two doctors have 
found that steady periods of “stress and strain” dangerously increase the supply 
of cholesterol in the arteries of dogs. Now they-plan to continue with human 
volunteers. 

Over the past two years up to 200 businessmen in New York City, who often 
can’t do much about “prolonged stress and strain,” have volunteered to stick to ~ 
special diets outlined by the Department of Health. They found out that by 
eating more “good” and less “bad” fats and oils, they could keep cholesterol at 
a safe level. 

Some of the “bad” foods: thick fat steaks, butter, ordinary (hydrogenated) 
margarine, lard, sweet and sour creams, butterfat milk, most cakes and pastries. 

Some of the “good” foods: fish, veal, liver, lean meat, cottage-type cheese, 
chicken, turkey, unhydrogenated margarine, dishes prepared in cooking oils rich 
in linoleic acid, like corn or sunflower seed oil. 

Most businessmen eat more than enough of the bad foods, less than they should 
of the good ones. 

Dr. Norman Jolliffe, director of the New York study, recommends three rules 
to take care of your heart: (1) Don’t become overweight; (2) If family history 
includes early deaths from heart disease, or if blood cholesterol is above average, 
restrict your fat intake to not more than 25% or 30% of total calories; (3) Make 
sure that a significant portion of the fats and oils you do digest are from se 
“good fat” menu. : 

In a few more years of research, Dr. Jolliffe hopes to have a detailed set of 
anti-coronary menus both nutritious and delectable. At least one of his experi- 
mental menus seems to fill this bill already—-92% of the group using it continued 
to follow it for at least six months after they discontinued the study. 





—NPN— 


Suggested Reading: You'll appreciate your advertising boys more when you've 
looked at “They Laughed When I Sat Down” by Frank Rowsome, Jr. (McGraw- 
Hill, $7.50). It’s a review of advertisements over the past fifty years, with illus- 
trations that run from “Make Your Mind 2 File—Not a Pile” to the perennial 
“I Was a 97-Pound Weakling.” . . . With the Elephant and Donkey squaring off 
in earnest, some background reading might be in order. “Nixon and Rockefeller” 
by Stewart Alsop (Doubleday, $3.95) is a fairly objective report (of special 
interest: “How They Got That Way”, a sharp, brief summary of the subjects’ 
early days). Paul I. Wellman’s “Stuart Symington” (Doubleday, $3.95) is a stock 
endorsement of the Missouri senator from family man to dedicated American. 
But interesting reading. 


—NPN- 


Suggested Seeing: If you’re in New York for a good time and can’t get into a 
Broadway show (despite tips in NPN—Feb. p74), don’t pass up Off-Broadway. 
This belt of small and unusual theaters lies downtown in the Greenwich Village - 
area. Shows range from arty experiments to revivals of Broadway hits. Prices are _ 
a fraction of those charged on the Great White Way. Off-Broadway, once an 
offbeat phenomenon, has come into its own as big-time entertainment, already 
has its long runs (“Threepenny Opera” is in its sixth year) and Smash Hits (“Little 
Mary Sunshine” won raves from top critics). 

As a change from the Midtown night-club circuit, where the fancy cash flies, 
the Village district also offers a tasty selection of original revues, good jazz and 
fine folk-singing, all at democratic prices. 
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AMOCO CHEMICALS—~A NEW RESOURC 


Five 

AMOCO Additive 
Product Bulletins 
to help you 





eee 


Here are five informative bulletins 
that give technical data helpful in 
evaluating AMoco Additives. Bulle- 
tins document with test data and 
comparative illustrations, the per- 
formance of motor oils and gasolines 
containing Amoco Additives. Typi- 
cal physical and chemical properties 
of the additives are included. Tech- 
nical service by experienced petro- 
leum additive engineers, to assist 
you in the use of AMoco Additives, 
is also available. 


a ae) 


AMOCO 193 INHIBITOR 


Gives information on this multi-functional 

zine dithiophosphate motor oil additive 

which inhibits oil oxidation, protects bear- put 
ings from corrosion, and prevents exces- : aA Linear Iso 

sive wear of critical engine parts. : 


AMOCO 200 SERIES DETERGENT- 
INHIBITOR ADDITIVES 

Data are given on the use of a number of 

the outstanding detergent-inhibitor addi- PRODUCT BULLE 
tives of this series in making motor oils. 
All are combinations of Amoco's unique mac 


barium detergent and zinc dialkyl dithio- 
phosphate inhibitor. 


AMOCO 600 VISCOSITY 2 
INDEX IMPROVER Amoco 520 Seri 
Contains data on how AMOCO 600 VI —_ 

Improver helps provide easier starting, in- ae Mi D . 

creased gasoline mileage, less ORI, greater eta | ea ctivat « 
shear stability, better oil mileage. Useful 

blending chart included. 











CO CHEMICA!S CORPORATION 


AMOCO 520 SERIES METAL 

DEACTIVATORS 

Information is provided on extending stor- 

age life of copper-contaminated gasoline © CHEMica, « . 

stocks, heating oils and diesel fuel with * CORPORA rion 
metal deactivators of this series. 


AMOCO 530 SERIES GASOLINE 
ANTIOXIDANTS 

Each of the three major chemical types of 
gasoline antioxidants, for economical pro- 
tection from gum formation, are included 
in the AMOCO 530 Series. Here are data 
on all of them. 


AMOCO CHEMICALS CORPORATION 
910 S. Michigan Avenue, Chicago 80, Iflinois 
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better- 


paying 


j smuvusia( 


business He 
with your namiejon the door 





Business is growing rapidly in the 36 states where famous Sinclair Products are marketed. 
Many of these prime markets are now ripe for some smart businessman 
to take over as the Sinclair Distributor. 


When your name goes on the office door as Distributor of Sinclair Products, the entire Sinclair 
organization will roll into action to give you aid and assistance in bulk plant operation 

and service station development. Also available: a complete sales training program for 

your dealers and a program for your salesmen to help them build extra fuel oil, 

industrial and farm gallonage. 


Why don’t you find out how you can be a part of a better-paying business? 


For the complete picture, write, Manager of 


Distributor Sales, Sinclair Refining Company, 
600 Fifth Avenue, New York 20, New York. 
Sinclair Refining Company 
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Egg on DJ's Face 


HE Justice Department fell flat on its face 
again, then got up with egg all over it. 

That is one way of describing DJ’s half-baked 
accusation of a great conspiracy among the big 
oil companies, so weak that it didn’t even hold 
up for a full trial in a U.S. Federal Court. Last 
month in Tulsa, 29 companies were acquitted 
of a long-standing and highly-publicized charge 
that they were linked together in a price con- 
spiracy (see page 79 for details). 

The incident should be a heartening one for 
everyone associated with the oil industry be- 
cause it shows there is an effective check on DJ 
when it acts irresponsibly. Anti-industry senti- 
ment in DJ seems to move that department to 
irresponsible attacks against the industry. 

The Tulsa verdict is significant for at least 
three reasons: 

e First, the good name of each defendant 
company was cleared of damaging charges. 

e@ Second, this forestalls a move toward 
government regulation of the industry, which 
certainly would have followed had DJ proved 
its charges. 

e Third, this represents the third big setback 
for DJ in less than a year. DJ attempted to show 
that several big companies were guilty of over- 
charging, but it failed to make a case. It also 
attempted to prove that a monopoly existed 
among seven West Coast majors and asked that 
they be stripped of their marketing facilities. 

Another Federal Judge ruled out marketing 
divorcement, which was DJ’s big objective. Later 
the case ended in a consent decree in which the 
defendents agreed not to do things they claimed 
they weren’t doing anyway. 

While oil men can be jubilant over the favor- 
able verdict, they mustn’t overlook the harm 


already caused by the smears. The industry came 
out of this case completely exonerated, and the 
outcome received substantial space in some 
newspapers. But it is almost axiomatic that a 
denial or acquittal never counteracts the original 
damage. 

In this case, the charges were publicized for 
days, starting with the grand jury indictment. In 
contrast, the exoneration was tucked away in one 
weekend. 


Two lessons stand out. First, Attorney General 
Rogers’ DJ should realize it doesn’t have a very 
good understanding of the petroleum industry. 
It should restrain its eagerness to assail the oil 
industry and, at the same time, try to acquire a 
better understanding of this important but intri- 
cate segment of American economy. 

Second, everyone who cares anything about 
the industry should familiarize himself with the 
Tulsa case and be prepared to stick up for the 
industry when flimsy charges and derogatory re- 
marks are bandied about. 





Postscript on Taxes 


To THE EpITor: 

Your editorial, “The ‘Gas’ Tax Boys Are 
at It Again,” in the February NPN (page 
79) refers to a “one-half cent per gallon” 
increase last October. The increase passed 
last year was one cent per gallon. A half 
cent is the proposed increase in the federal 
gas tax. 

JOHN BIvINs 
Director 
Committee on Public Affairs 


DeaR JOHN: 

Many readers pointed out this error. It 
was inadvertent but still indefensible. How 
well, indeed, we know that it was a full 
cent increase, an increase which most 
marketing companies absorbed themselves. 
Thanks for calling attention to this. 


FRANK BREESE 
Editor 
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Fred Krone’s Skelly Service, 1301 Southview Blvd., South St. Paul, Minn., is 
representative of the attractive styling of new Skelly Service Stations. 


Fred Krone, South St. Paul, Minn., says: 


“| figure Skelly’s Guaranteed Starting Plan 
increased my gross sales about $6,000 last year” 


“When people come in asking you 
to service their cars, you know a 
promotion is good. And that’s just 
what folks around here did when 
Skelly held their “You Start, Or We 
Pay” campaign again last fall. 


“My gasoline sales shot up 2,000 
gallons the first month Skelly’s 
Guaranteed Starting Plan hit St. 
Paul. Motor Oil sales increased 400 
quarts, too. And you should have 
seen my Big Ticket sales skyrocket! 


“| averaged about $20 a sale to 
everyone who signed up for Skelly’s 
Guaranteed Starting Plan. I can’t 
remember when I’ve sold so many 
batteries, snow tires, anti-freeze and 
oil filters. 


“Year before last, Skelly’s promotion 
was mighty good. But the last one 
was even better! I figure Skelly’s 
Guaranteed Starting Plan increased 
my gross sales about $6,000. 


“Even in our extra cold weather, 
hardly anyone asks us to make good 


on his Guaranteed Start Certificate. 
In fact, we had just one call the 
first year. 


“My four employees push Skelly’s 
Guaranteed Starting Plan just as 
hard as I do. And we all take pride 
in keeping our display material up 
and in good shape. 


“When a company sticks its neck 
out like Skelly does with the Guar- 
anteed Starting Program to help in- 
crease my business, I’m all for them. 
I’ve been a Skelly Dealer for eight 
years. And I don’t think any other 
oil company gives the promotion 
that pulls ’em in like Skelly does. 


“| think anyone interested in a fran- 
chise will like the way Skelly does 
business. Just ask any Skelly 
Dealer!” 


Better yet, if you want more facts, 
quick, fill out and mail the coupon 
at right, today! 


| SKELLY OIL COMPANY 
| Franchise Division 

| 605 West 47th Street 
| Kansas City 41, Mo. 


| Please rush me full details on how easily 
| 1 can have a Skelly franchise. | realize all 
| inquiries will be held in strict confidence. 


| Name 





Address 
| 

City 
| 


| State 





Present 
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DIVISION OFFICES: Aberdeen @ Chicago @ Dallas @ Des Moines © Kansas City @ Lubbock © Omaha ® St. Louis © St. Paul © Tulsa © Wichita 


78 


NATIONAL PETROLEUM NEWS * March, 1960 








National Petroleum News 
MARCH, 1960 


What the Tulsa Case Decision Means 


Oil industry is stronger now 
after collapse of DJ's case 


THE OIL INDUSTRY has come out of the “Tulsa 
Case” clean. U. S. District Judge Royce H. Sav- 
age dismissed the charges against 29 oil companies 
without even requiring them to defend themselves. 
He said he personally believed the oil companies 
were innocent, and there was no evidence of any 
unlawful act. 

The government’s main charge was that the oil 
companies had conspired to raise crude-oil and 
gasoline prices during the Suez crisis in January 
1957. The case cannot be appealed because it 
was a criminal proceeding. 

In all, the case was before the public eye nearly 
two years. This prompted some oil companies to 
remark that even though they were shown inno- 
cent, their reputations had suffered—a case of the 
vindication never catching up with the charge. 

The outcome of the Tulsa case was on the 
whole, however, a victory, one with far-reaching 
implications. It averted what could have been 
a big step toward government control of the oil 
and other industries. Had the government won its 
case, the oil industry would have had to revamp 
basically its pricing system. In addition, all in- 
dustry would have had to re-examine and perhaps 
modify its corporate structure. 

Judge Savage’s finding saved the oil companies 
$1,450,000 in possible penalties ($50,000 each 
company). This saving, however, was more than 
offset by the tremendous cost the companies in- 
curred defending themselves—estimated at several 
million dollars. 

Although preparation for trial took 21 months, 
the trial itself lasted just two weeks—one of the 
shortest antitrust trials on record. 

What the Government Charged—There was 
nothing trifling about the government’s charges. 
Not only did the oil companies conspire to raise 
crude-oil and gasoline prices during the Suez 
crisis, the Justice Dept. contended, but also af- 
filiated oil companies violated the Sherman Anti- 
trust Act in reaching price agreement within their 
own corporate families. 

The nub of the government’s case on price con- 
spiracy was that prices were raised even though 
stocks were excessive; that the price increases were 
the result of (1) public statement by oil officials 
inviting price raises and (2) of telephone and other 
conversations on price. 

The government contended that agreements be- 
tween a mother company and its subsidiaries or 
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HERE’S THE TULSA CASE 
AT A GLANCE 


Plaintiff: U.S. Department of Justice. 


Defendants: 29 major and affiliated oil 
companies.* 


Charge: Conspiring illegally to increase prices 
of crude oil and products in January, 1957. 


Verdict: Defense motions for acquittal 
granted because “evidence in the case 
doesn’t rise above the level of suspicion” 
(Savage, Judge). 


Length of trial: 12 days. 


Outlook for appeal: None, because Justice 
Department’s case was a criminal proceeding. 


* Arkansas Fuel, Ashland, Atlantic, Cities Service, Cities 
Service (Del.), Continental, DX Sunray, Gulf, Monsanto 
Chemical (Lion Oil), Ohio Oil, Phillips, Shell, Sinclair Oil, 
Sinclair Crude Oil, Sinclair Refining, Skelly, Socony Mobil, 
Magnolia, Standard (Ind.), Indiana Oil Purchasing, Standard 
(N.J.), Carter, Esso, Humble, Standard (Ohio), Sohio 
Petroleum, Sun, Texaco, Tidewater. Not included: Union of 
California, Pure, Richfield. 











affiliates were automatically in restraint of trade. 
The whole structure of American business seemed 
to be in question. 

What the Oil Companies Answered—The oil 
companies argued that the government’s case was 
circumstantial. The government preferred saying 
the conspiracy was implied. 

On the question of price collaboration among 
affiliates, oil attorneys seemed to sense the gov- 
ernment had bitten off more than it could chew. 
Said one, admitting the head office made a price 
decision for an affiliate, “if it’s unlawful it’s time 
for us to find out about it.” 

What the Judge Decided—District Judge Sav- 
age cleared the oil companies on all counts. He 
said such evidence as was introduced “doesn’t 
rise above the level of suspicion.” 

Savage added that he couldn’t subscribe to the 
Justice Dept.’s theory that price agreements among 
affiliates were in restraint of trade. 

The oil companies were jubilant. They were 
pleased that the government’s case collapsed even 
without a defense. But more important, they said, 
the government’s failure affirms that the oil in- 
dustry is highly competitive and law-abiding, be- 
eause even after an intensive search for evidence, 
the Justice Dept. was unable to sustain a case of 
price collusion. . 
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Heating-Oil Scandals Jolt Industry 


New York's front-page revelations of cheating by heating-oil drivers 
hurt all oil men, point up the need for better supervisory controls 


NEW YORK CITY’S heatinz-oil dealers and job- 
bers are getting over the initial shock of the short- 
delivery scandal that broke late in January (NPN— 
Feb. p71). But the scars will be visible a long 
time because the gyp, alonz with other scandals, 
is now part of the political history of the city. 

The situation, more than a month after the 
scandal made front-page news, is: this: 

® Six Brooklyn dealers of the 15 original sus- 
pects have been indicted on charges of bribing 
weights-and-measures inspectors, have pleaded not 
guilty, and are free on bail awaiting trial. They 
claim they were victims of extortion. 

e Three weights-and-measures inspectors have 
quit, but no charges have been made against them. 
Two are said to be helping the continuing probe. 

® Ten employes of two Bronx oil companies 
have invoked the Fifth Amendment while probers 
check company records. 

© The city plans to license dealers, drivers, 
salesmen, and trucks at $25 each a year, and bulk 
plants at $100 a year, so licenses can be revoked 
for any irregularities. 

© Industry-trade groups and city officials are 
huddling to find out what steps should be taken 
to prevent any recurrence of scandal. 


How Many Bad Apples? 


Nobody denies that the scandal gave the oil 
industry a black eye. The saving grace, if one 
can be found, is that so far the racket isn’t as 
widespread as first reports indicated. The six 
dealers alleged to be bad apples come from a bar- 
rel that has more than 800 good apples. And in- 
stead of involving 40-million gal. of the city’s 2- 
billion-gal. oil market, estimates now confine the 
gyp to 12-15 million gal. The accused dealers 
generally have three or four trucks. 


Then, too, probers have pulled in their horns. 
At first they assumed “that 600-700 dealers in 
Brooklyn were gyp artists,” and that “the same 
racket is being worked wherever private oil dealers 
operate throughout the metropolitan area.” Such 
industry groups as New York Oil Heating Assn. 
and Oil-Heat Institute of Long Island challenged 
these reckless statements, charging officials with 
trying to indict the whole industry through guilt 
by association. Probers alleged to have made such 
comments went into the “we were misquoted” act. 





How New York Drivers 
Allegedly Cheated 


When one compartment of fuel oil truck 
was empty, driver used valves on truck 
manifold to switch to a full compartment 


On subsequent deliveries, driver switched 
back to empty compartment before custom- 
er’s tank was full, let air run through meter 


Mo Wressa ne 
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Customer who received oil after first com- 
partment was empty got charged for air— 
said to run about 10% of total volume 











The scandal shook up dealers in other areas. In 
many cases, observance of local laws was tightened, 
but nothing was found wrong. Moves like this 
were hailed by industry groups. And in Massa- 
chusetts, oil men were told they cannot charge for 
a full gallon when only part of the final gallon is 
delivered. It was customary in that state, as it 
still is in others, to charge for a full gallon when 
the meter stopped past the half-gallon mark and 
not to charge anything when the meter stopped 
before the half-gallon mark. 


How to Prevent Gyps 


The scandal, if anything, put the spotlight on 
steps dealers themselves must take to prevent ir- 
regularities from occurring without their knowl- 
edge. It almost always takes two to cook up a 
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Watch These Dodges Sometimes Used in the Industry 


MIXING AIR AND OIL isn’t the 
only way to make a dishonest buck 
in the oil business. Here are some 
other dodges used by crooked en- 
terprisers to cheat their suppliers, 
competitors or customers. Most 
can be guarded against through 
metering, accounting controls, or 
alert supervision. 





























° 
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e Phony Calibration. Some load- 
ing-rack men rely on _ gallonage 
indicated on trucks rather than on 
meter readings. Rack buyers can 
chisel by changing indicated ca- 
pacities of trucks. One got an extra 
500 gal. per load this way by alter- 
ing calibration with a paintbrush. 
Another piled “old tires and other 
junk” in his truck tank before 
having it calibrated by displace- 
ment, so that rated capacity was 
far below actual size. 


e Stealing From Storage. Deliver- 
ies from refineries to adjacent bulk 
storage are often unmetered—the 
marketing department is billed 
from totals shown on loading-rack 
meters. At one plant, a night plant 
man removed lead-and-wire seal 
on a meter and moved the register 
enough to keep it from operating. 
Then he loaded a truck for a co- 


deal, and the boss doesn’t have to be in on it. 
And while industry spokesmen say there is no 
100%-certain way of preventing all irregularities 
—every lock has a key, they say—there are steps 
that can be taken to make it more difficult for ir- 
regularities to occur without prompt detection: 
@ Be certain of the honesty of your drivers. 
© Become more familiar with piping systems 


operative driver, adjusted the reg- 
ister, and replaced the seal so 
cleverly that inspections did not 
show it had been cut and joined. 
About 50,000 gal. a month was 
stolen this way—too little to stand 
out in over-all refinery quantity- 
control records. 





e False Tanks. A Mexican dis- 
tributor stole over 4-million gal. 
of gasoline with three tank trucks 
having certified capacity of 3,698 
gal. Each had two hidden tanks 
holding 528 gal. When the main 
tank was full, drivers flicked a 
valve and the hidden tanks received 
the overflow. Stolen product was 
dumped in secret tanks at a ware- 
house and later sold at cut prices. 





e Fast Stop. Truck driver pulls in 
fast at a station and slams on the 
brakes, setting up wave action in 
tanks. This raises the reading when 
he sticks the tanks; dealer pays for 
nonexistent gallonage. 


Cc 


e Midnight Dump. Branded sta- 
tion operator buys quantity of un- 
branded, low-octane gasoline. Un- 
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der cover of night he takes delivery 
from unmarked trucks into tanks 
holding branded product. Adulter- 
ated product is sold at regular 
branded price. Unbranded gasoline 
may come from independent re- 
finery, or may be stolen. 
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e Water Cure. Station operator 
adulterates gasoline in his tanks by 
adding water. 





e Pump Tampering. Station man 
unscrews pump apron, slips out 
meter, and pushes gallonage and 
dollars back by the same amount, 
pocketing the difference between 
real and phony sales totals. 


ea. cae 
e Divining. An old hoax that still 
works: A 72-year-old Chicago man 
was convicted last month of swin- 
dling $29,000 with a “nuclear 
divining rod” claimed to jiggle 
upward when carried over oil de- 
posits. 


on your trucks so that you can spot possible 
trouble areas. “Truck owners,” says one equipment 
salesman, “don’t know too much about piping.” 

e@ Investigate the purchase of meters that will 
stop when any air gets into the lines. 

@ Make sure every unit on the pump and meter 
is sealed. “This includes the head of the meter, 
the calibrating mechanism on the meter, and the 





General 


(Begins on page 80) 
adapter that holds ticket printer and counter to 
the meter body,” says one meter man. 


® Check air eliminators on trucks for bypasses 
and clogging. Several trade groups, following the 
New York disclosures, came out with “it can’t 
happen here” statements, basing their stand on 
the fact that trucks were required by law to have 
air eliminators. “The trucks in New York also 
have air eliminators,” says one industry spokes- 
man, “but they didn’t help.” 

® Use single-compartment trucks. In New York, 
air from one empty compartment was fed through 
the meter during delivery. But an old law in New 
York City prevents the use of single-compart- 
ment trucks for distillates on grounds of safety. 

® Account for every gallon going into your 
bulk plant, for every gallon loaded on your trucks, 
and for every gallon pumped into home tanks. 
That means using meters all around. And have 
those meters calibrated several times a year. If 
there is any variation among figures, check into it. 

@ Calibrate truck compartments if you don’t use 
meters at your plant, then spot check compart- 
ments to prevent overfilling. If you find trucks 
overfilled, you can bet someone is peddling the 
excess gallons and pocketing the money. 

® Bottom load into single or multicompartment 
trucks and then seal manholes on top of tank to 
prevent pumping out the tank or compartments 
with an auxiliary pump. Everything pumped off " 
truck goes through the meter. 


Olympic Games Tie-in 

GUIDES for visitors to Squaw Valley, Calif., site 
of Winter Olympics, feature maps of respective sta- 
tions in the area. Tidewater’s is pocket size, Shell’s 
is larger, presents souvenir scenic shots. 


Taxing the Co-ops 


Oil jobbers renew old battle, 
but 1960 victory is unlikely 


LONG-STANDING EFFORTS to slap taxes on 
co-op patronage refunds flared up again last month 
before the House ways & means committee. 


Doing the pushing were the National Oil Jobbers 
Council and the Liquefied-Petroleum Gas Assn. 
In the other corner were electric and oil-marketing 
cooperatives. 


At issue were several bills—chiefly one based 
on recommendations of the U.S. Treasury—calling 
for federal income tax payments on co-op patron- 
age refunds. Chances for enactment of any of 
these bills during 1960, an election year, are 
extremely dim. 


Otis Ellis, NOJC general counsel, testified that 
present tax treatment of co-ops is driving private, 
tax-paying oil jobbers out of business. “Either 
tax petroleum cooperatives in the same way as oil 
jobbers are taxed, or conversely, tax the inde- 
pendent oil jobbers in the same way that these co- 
operatives are taxed under present law,” he de- 
manded. Ellis added that a partial review of many 
petroleum co-op financial statements indicates that 
“these were corporations organized for profit and 
bore no resemblance to the original cooperative 
concept or the concept that cooperatives are simply 
non-profit buying and selling agencies for the 
down-trodden, bedraggled farmers of the nation.” 

John Wallace of the LP-Gas Assn. told the 
committee that members of his group “cannot 
even maintain their existing position in some areas 
and tax income is suffering. Unless Congress takes 
action, the tax-free cooperatives will soon dominate 
the LP-gas market with resultant additional tax 
erosion.” 


Treasury officials—pushing a bill (HR-7875) 
to tax co-op patronage refunds not paid out in 
cash within three years—admitted that rural elec- 
tric co-ops would be exempt from the proposals, 
under an existing Internal Revenue Service code. 
The measure, if enacted, would provide about 
$50-million in additional taxes to the federal 
government yearly. 


General Clyde Ellis of the National Rrual 
Electric Cooperative Assn., testified that electric 
co-ops “have to be different” from other co-ops 
in that electrics need long-term, low-cost capital. 
Other co-op spokesmen charged that any change 
from the present set-up would put them out of 
business. 


Jerry Voorhis, executive director of the Co- 
operative League of the U.S.A., said any changes 
to tighten up on co-op income tax payments would 
be illegal. The patronage refunds at issue are 
obligations, not income, of the co-ops, Voorhis 

(Continued on page 84) 
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THE ULTIMATE in blending a service station in with its surroundings is this 
outlet built by BP Canada at Piedmont in the Laurentian resort area of 
Quebec—a replica of an original French Canadian cottage. It's BP Canada’s 
way of expanding without running into opposition from tourist author- 
ities. Bays are out of sight (inset). Main room has a fireplace. 


be ee. 


2% 
ion , 
inn, 


4 


HOT DOG-30 is what Union Tank Car 
calls its new 30,000-gal. tank car. 
Two go this spring to Tuloma Gas, 
Tulsa, nationwide LPG _ marketer. 
Capacity nearly triples average. 


LAB-ORAMA of Standard (Calif.) is 
touring seven Western states, demon- 
strating performance of RPM Su- 
preme, multiviscosity motor oil. 





General 


(Begins on page 82) 

said, and, “It is impossible to tax one party on 
the property or income of another party. It is 
impossible to call a liability of a business a taxable 
asset.” 


Congress isn’t expected to make any change 
in co-op taxation laws until it has a chance— 
probably in 1961—to review the entire federal 
tax system and come up with broad new rules for 
all taxpayers. 

On the specific issue of co-op taxation, it was 
also clear at the hearings that neither opponents 
or proponents of the bills were in agreement with 
each other as to what changes should be made, 
if any. 


End-Use Controls 


Washington coal lobby pushing 
for guaranteed share of market 


COAL MEN will push hard this spring for Con- 
gressional action on a National Fuels Policy. The 
object would be to control the end use of fuels, 
possibly giving coal a guaranteed market. 

Resolutions to create a special joint Congres- 
sional committee on a National Fuels Policy 
slipped through House and Senate committees last 
year. Now the coal industry’s new lobby group is 
working to rescue them from Congressional pigeon- 
holes. 

Oil industry spokesmen say the coal interests’ 
policy would be an attempt to carve out a non- 
competitive share of the fuels market for coal’s 
exclusive use. Naturally they’re strongly opposed. 


The National Coal Policy Conference, formed 
last year to advance coal’s competitive position, 
includes coal operators, United Mine Workers of- 
ficials, and coal-carrying railroads. The coal policy- 
makers decided to give top priority to resolutions 
to create the special Congressional committee, 
with a hope that once the committee was formed 
it could be persuaded to adopt a policy favorable 
to the coal industry. 

Almost before oil-state senators and representa- 
tives could be informed, resolutions advanced 
through the House and Senate interior commit- 
tees last year, then went to the appropriate rules 
committees for clearance before consideration on 
the floor. The House rules committee voted to 
table the bill last year. The Senate version is still 
pending action. 

Coal leaders hope to gather sufficient support in 
Congress to push the resolutions through the two 
rules groups. The conference recently threw a 
large cocktail party in Washington, attended by 
numerous members of Congress. Coal workers 
are also mailing literature to Congressmen and 
have started a major public relations campaign to 
draw attention to their program. 


Divorcement Formula 


Roosevelt urges automotive-parts 
jobbers to push TBA divorcement 


OIL COMPANIES can be forced out of the TBA 
business by federal law, says Rep. James Roosevelt 
(D., Calif.). He sounded a rallying call for auto- 
motive-parts jobbers in a speech before the Auto- 
motive Industry Service Assn. convention in New 
York City last month. 

The way to get such legislation through Congress, 
he said, is by a concerted effort of interested or- 
ganizations. He told the jobbers how members of 
the automobile dealer association came to Wash- 
ington a few years ago. They talked personally 
with members of Congress, and as a result the legis- 
lation they sought was quickly adopted. 

You, too, must be active in soliciting your repre- 
sentatives and all the members of the various com- 
mittees in charge of this legislation, he said. “Make 
them know you mean what you say,” he said, “and 
you'll get the action you desire.” 

Roosevelt charged that oil companies still use the 
threat of lease cancellation to get dealer TBA busi- 
ness. He said the companies are either unable or 
unwilling to stop their employes from intimidating 
dealers. 

Roosevelt conceded that his divorcement bills 
may not come up during the present short session 
of Congress. But, he added, “If I’m re-elected I'll 
be back to urge their adoption next year.” 





1959 Net Earnings 
of Major Oil Companies 


MAJOR oil companies generally rang up big net 
profits in 1959, despite serious oversupply, soft 
prices, and a long steel strike. Good earnings were 
attributed to high sales and operating economies. 
Some companies see 1960 as the best ever, if 
supply and demand are kept in better balance. 


(000 dollars) 
‘59 ‘58 % Change 


32,061 +33.6 
48,400 +24.5 
84,500 +23.0 


Continental 
Phillips 

Ohio Oil 32,156 
Standard (Indiana) 117,755 
Shell 128,583 
Texaco 311,155 
Standard (N. J.) 562,500 
Imperial 50,620 
Standard (Ohio) 24,044 
Socony Mobil 156,800 
Standard (California) .. 254,000 257,759 
Sinclair 49,473 
Gulf 329,000 
Atlantic 36,130 
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THE LIGHTER SIDE 












































“CHECK THE BATTERIES, PLEASE...AND WATER THE FLOWERS” 


THE BRIGHTER SIDE... 


When your customers ask for special service, you do . ASHLAND OIL & 
your best to give satisfaction. And satisfaction is what - 
you get when you are supplied by Ashland Oil & Refining : REFINING COMPANY 
Company. As the nation’s largest independent supplier :‘ 
of petroleum products, Ashland Oil understands and - 
respects your independence. Here are just a few of the : a a eee 
benefits you get from a working agreement with us: ; Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue 
—CINCINNATI, 0., 1402 Federal Reserve Bank Bidg.— 


Home Office: Ashland, Kentucky 


° You get to do your job without interference. CLARKSVILLE, IND., 214 Center Street-—CLEVELAND, 0., 


@ You get effective merchandising plans and sellingtools. - Standard Bidg.—DETROIT, MICH., Dearborn P. 0. Box 
: 6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 


@ You get products of the highest quality . . . developed 
and test-proved by Ashland’s outstanding technical 
and engineering staff. 


0., P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
1202S. Third Street—NASHVILLE, TENN., 5E. Main Street 
—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 
For complete information on how Ashland’s sales pro- 
gram for independent marketers can benefit you...write, 
wire or phone us today! 





The Independent Supplier fot Independents 
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Rubberized Paving 


A Tennessee test seeks to make 
asphalt roads even more durable 


A RUBBERIZED asphalt binder that could make 
asphalt paving even more durable is being tested 
by University of Tennessee engineers. 

The compound is intended primarily for stone- 
surfaced secondary roads. It adds about 2¢ a cu. 
yd. to the cost of asphalt mix, but engineers say 
the material appears to be holding the stone much 
better. 

Rubberized pavement was laid on a nine-mile 
test section of road on Route 68 between Sweet- 
water and Madisonville, Tenn. This section carries 
about 1,800 vehicles a day. 

Some seven miles were laid with ordinary emul- 
sified asphalt base, 6,000 ft. in six sections with 
a mixture of asphalt and natural rubber, and 5,500 
ft. in six “control” sections with the same binding 
mixture less rubber. 

The road was put down last summer. It will be 
appraised this spring after the rigors of one winter. 


Mobil Pricing Plan 


“WIDE-AREA” wholesale gasoline pricing is help- 
ing Mobil Oil Co. improve its realization in a soft 
and shifty market. 

Mobil’s new program has been in effect in New 
England since October, was extended to New York 
State the first of this year. Large areas are set up in 
each state, conforming closely to natural geographi- 
cal boundaries and retail market patterns. On the 
average, 10 to 12 old pricing areas were consoli- 
dated into one wide area. 

Within each area one tank-wagon price is offered 
to all dealers, regardless of rural or urban station 
location or varying distances from terminal to 
pump. It’s up to each individual dealer to set his 
own best retail price—Mobil gives no “margin 
plan” or other “loss-splitting” deal to any of its 
dealers. Every dealer knows the score, knows no- 
body gets preferential treatment, because the tank- 
wagon price for his area is posted at the bulk 
terminal. 

Mobil feels this plan enables it to compete better 
in price-war areas. The company tries to establish 
in each area wholesale prices that will cover costs 
plus return on investment. If competitive prices 
threaten Mobil dealers with loss of business, the 
tank-wagon price is lowered in a wide area, pre- 
venting excessive gallons from pouring into a small 
locality. When the war is over, wholesale price 
changes are made in the same wide areas, minimiz- 
ing volume distortions among Mobil dealers. 


a In case you missed it... 


New Jersey Gasoline Retailers Assn. has applied 
for affiliation with National Congress of Petroleum 
Retailers. NCPR says addition of the 1,000-mem- 
ber Jersey group will push membership over 35,000, 
drawn from 64 state and regional associations. 


Sun Oil Co. will honor Hilton Carte Blanche 
credit cards at its 9,000 stations in 21 states, D.C., 
and Canada. It’s the sixth major to join the Hilton 
bandwagon (NPN—Oct. ’59 p118). 


®Delhi-Taylor Oil has enrolled in National Fuel 
Oil Council, bringing refiner membership to 13. 


Tidewater Oil has begun construction of a 100,- 
000-bbl. marine terminal in South Norfolk, Va. 
It will cost about $500,000, be big enough for 
expansion to 1-million bbl. capacity. 


National average octane ratings for January were 
99.3 for premium and 92.3 for regular, Ethyl 
Corp.’s monthly survey reports. 


»W.R. Grace & Co. has acquired 51% of Cosden 
Petroleum by buying 1.58-million shares of Cosden 
common stock at $25 per share. 


Sinclair Oil is taking over Patterson Oil, inde- 
pendent tanker terminal operator in Philadelphia. 
Reported buying price: $7-million. 


Sales of gasoline and other products at U.S. 
service stations dropped from $1,437-million in 
December to $1,336-million in January, Census 
Bureau reports. 


California Oil Co.’s 3-million-gal. pipeline ter- 
minal near Harrisburg, Pa., will be on stream by 
July. Caloil expects it to provide better service to 
jobbers and use it to expand distribution. 


Vickers Petroleum Co. is moving into the Iowa- 
Nebraska market with creation of an Omaha sales 
division. Manager is D. F. Clugston. 


& Derby Refining Co. has acquired Wendell Foote 
Oil Co., Nebraska jobbership with five stations, four 
bulk plants, and a truck stop. 


® Tidewater Oil Co. has moved its New England 
district marketing headquarters from Boston to 
Chestnut Hill, a suburb about five miles away. 


Atlantic Refining cut Pennsylvania fair-trade 
price for its gasolines 1¢, to 18.9¢ gal., in the east- 
ern part of the state, and to 19.9¢ gal. in the west 
(ex taxes). Move was followed by other majors. 


U.S. as a whole had 5.9% fewer degree days in 
the current heating season through Jan. 30 than in 
1958-59, and 2.5% fewer than normal. 


NATIONAL PETROLEUM NEWS ° March, 1960 





There's Extra Profit in Headlamp Replacements 


GET YOUR SHARE... 


with VISION-AID HEADLAMPS 


Whenever a customer pulls in — for a tank of 
gas, a lube job or even a road map — take a 
quick look at his headlamps. You'll be pleasantly 


’em Vision-Aid Headlamps. Automotive Prod- 
ucts Division, Tung-Sol Electric Inc., Newark 
4, New Jersey. 


surprised at the number of replacement sales 
you’ll make. These extra profits are yours just 
for the looking! 

Insure your share with Vision-Aid Head- 
lamps. 4000 series duals or new 6000 series 7”, 
they produce the kind of illumination your cus- 
tomers want and need: sharp, accurate low 
beams ,. . distance-devouring high beams... 
long, trouble-free performance in all types of 
traffic and weather. It’s the kind of performance 
that keeps customers sold on you. Get set for 
those extra profits. Tell your supplier to make 


a 


: PLETE AUTO © 
LIGHTING SERVICE 
Ask your supplier 
about the new Tung- 
Sol Auto Lighting Rack. 
Stocks everything you 
need for complete one- 
stop lighting service. 

(24” x 32” x 8”) 





&) TUNG-SOL 


HEADLAMPS © MINIATURE LAMPS @ FLASHERS 
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Fuel Oil 


What's On Tap for the OHI 


Distillate and heavy-oil jobbers at next month's meeting and show 
will exchange ideas on how to improve their sales and service 


O 1L-HEAT INSTITUTE OF AMERICA expects 15,- 

000 fuel-oil men to attend its convention and 
heating and air-conditioning show in New York 
City next month. The dual event will be OHI’s 
big effort in its diamond jubilee oil-heat celebra- 
tion. 

The convention is at the Park Sheraton Apr. 3-7. 
Most of the business sessions are set for mornings, 
leaving afternoons and evenings free for the equip- 
ment show at the Coliseum Apr. 4-7. 

OHI’s twin jubilee event will have something 
for everyone. Here’s the lineup: 


For OHI Delegates 


General committee sessions are set for Apr. 3, 
with divisional meetings, annual reports, elections 
and new board reorganizations Apr. 4. 

Distribution-division delegates will hear reports 
of new growth in their unit from Charles H. Burk- 
hardt, national secretary. More than 500 new 
members in 10 chapters have joined OHI this past 
year, with several hundred more set to be ad- 
mitted during the convention. Total division mem- 
bership stands close to 5,000. 

Delegates will also hear that OHI will shortly 
add a field representative in the Midwest, and they 
will discuss plans for adding other personnel to 
the division. 

Other signs of division strength and activity: 

e@ More than 11-million direct-mail pieces were 
sold in nine months for $120,000, compared with 
6-million pieces for $81,000 in sales for the previ- 
ous 12 months. 

e@ In the supermarket promotion, more than 
20-million grocery sacks were sold the first year. 


e All OHI insurance plans grew. 


For Heavy-Oil Men 


Commercial-industrial burner men will hear a 
panel on modernization of equipment at 10 a.m. 
Apr. 4, will tour heavy-oil installations in the city 
area Apr. 5, will hear a panel on marketing and 
specifying for heavy-oil equipment distributors and 
installers Apr. 6, will hear a panel on service con- 
tract concepts on Apr. 7. 


For Distillate Jobbers 


Jobber management clinics on increasing sales 
of oil and oil-heat equipment will be held in the 
hotel ballroom at 9 a.m. Apr. 6-7. Jobbers will 
hear how other jobbers have sold oil heat in 
natural-gas areas of the South, East and Midwest; 


how service records can be used as a sales tool; 
how majors can help boost jobber sales; how 
additives can help keep business volume up; how 
equipment rebuilders help jobbers; and what im- 
pact oil-fired air conditioners can have on demand. 


For Contractors 


A new feature of the convention will be panels 
on the effect electric heat may have on plumbing 
and heating contractors. Sessions will be held at 
the Coliseum Apr. 6 for plumbers and wet-heat 
contractors and Apr. 7 for warm-air installers. 


For All Hands 


OHI’s technical division Apr. 5 presents papers 
on (1) what the equipment industry should do to 
promote the future of oil heat, (2) the progress 
being made in the development of domestic fuels, 
and (3) what’s ahead. 

OHI’s annual luncheon is set for Apr. 6, with 
Al Loucks, president of OHI of Oregon as toast- 
master. Annual Igniter and Alladin Lamp awards 
will be made to distributors and other OHI mem- 
bers at this time. 


Jubilee: How Oil Burners 








cezittest:: 
AZ? . Force 











? 5 years ago the first oil-burner patent was 
granted to David H. Burrell, Little Falls, N.Y. 
It mixed air, oil and steam at the nozzle. 
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Convention 


More than 114 manufacturers will have floor 
space at the Coliseum to show their lines of heat- 
ing equipment and winter and summer air-condi- 
tioning equipment; office equipment for faster bil- 
ling; degree-day clocks and fuel-use computers for 
better dispatching; tight-fill connections and fuel- 
oil nozzles for faster deliveries; hose reels, pumps; 
meters; and heating accessories and tools. 

Most oil jobbers will get their first close look at 
this new equipment: 

@ Iron Fireman’s Mark II line of oil burners. 
Besides warm-air units (NPN—Mar. p111), there 
now are hot-water and steam boilers. 

@ Jet-Heet’s new idea of warm-air furnaces 
(NPN Jan. p80) with its insulated and flexible ducts 
and different combustion chamber. 

e Arkla Air Conditioning Corp.’s oil-fired 
warm-air unit and oil-fired air conditioner in a 
single package. The unit was first seen by a group of 
selected heating-oil jobbers (NPN—June ’57 p141) 
when it was introduced by Servel. Shortly after 
that Servel sold its appliance line—mostly gas fired, 
but including the oil burner and air conditioner— 
to Arkansas Louisiana Gas, which then set up 
Arkla as its manufacturing subsidiary. Now nearly 
the same Servel-type unit is offered by Arkla. The 
unit has a 3442-ton cooling capacity and burns 
0.57 gph on cooling; has a Btu rated input of ~~ - 
000 and burns 0.86 gph on heating. 


burner that made the coal 


Here’s Another Important 
Oil-Heat Event 


OHI’S JUBILEE convention-show will not 
overshadow another important oil-heat meet- 
ing later in April. That’s the American Pe- 
troleum Institute’s fuel-oil committee meet- 
ing Apr. 19-20 at Hot Springs Homestead. 

On the agenda is a final report from its 
researcher, David Locklin of Battelle 
Memorial Institute, on: 


e@ Depth and scope of current research in 
fuel-oil combustion and oil-burner develop- 
ment. A preliminary report revealed equip- 
ment makers lagging in research, refiners 
showing significant but limited interest. 

e A search for, and his evaluation of, 
unconventional concepts of combustion for 
the domestic burner market. These could 
include the Waller burner (NPN—May 
p135), and thermocatalytic combustion and 
the Shell-Ventris burner (NPN—June p100). 

e@ What refiners and equipment makers 
must do to set up an industry-wide research 
program. 

A report on Point 4 in the API program 
(dealing with stimulating and coordinating 
research between refiners and equipment 
makers) will be made at a future fuel-oil 
committee session. Locklin’s contract with 
API has been extended to the end of the 
year, at a cost of $30,000, to permit him 
to continue with this phase of his work. 


Cee 





NOW octheat equip 


ment comes in a neat pack- 


years ago the typical 
gun-type conversion 


4.6 years ago this Ray oil burner was hailed as 
the first practical single-unit of the horizontal 
rotary-cup type. Smithsonian Institute has it now. 
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shovel obsolete looked like 
this Electrol Burner Manu- 
facturing Co. unit. 


age: burner and boiler or 
furnace. Above is a typical 
unit. 








...because you get ACTION when you put 
the Conoco brand on your stations! 


But Conoco does more than offer big brand ap- 
peal and big product quality. Conoco believes in 
dealer help, too. For example, Conoco has impor- 
tant information gained from valuable experi- 
ence that can go a long way toward improving 
service station management. 

The information covers such areas as: dealer 


90 


incentives, record keeping, promotions, drive- 
way tips, local retail advertising, how to get the 
most from your men and how to plan for the 
future. This help is available to you, too. Simply 
write the subjects that interest you on a post 
card and mail to the Conoco Division Manager 
nearest you. 
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Contact the nearest 


CONOCO 


Division Manager 
today 


R. W. Abrahamson 
912 Baker Building 
Minneapolis 2, Minn. 


G. W. Brown 

244 Rowan Bidg. 

6000 Camp Bowie Bivd. 
Fort Worth 16, Texas 


R. E. Caruthers 

Fidelity: National Building 
200 North Harvey 

Oklahoma City 12, Oklahoma 


Dale Chapman 
1755 Glenarm PI. 
Denver, Colorado 


Dean L. McGregor 
800 Commerce Building 
New Orleans 12, Louisiana 


John McCulley 
1300 Main Street, P. O. Box 2197 
Houston, Texas 


Cc. 0. MacLeod 
757 West Second South 
P. O. Box 2250 
Salt Lake City 10, Utah 


Hugh McBirney 
400 West Madison St. 
Chicago 6, IIlinois 


J. L. McCulley 
1242 North 28th 
Billings, Montana 


K. R. White 
836 Stuart Building, P. 0. Box 393 
Lincoin 1, Nebraska 


J. G. Willis 
6183 The Paseo 
Kansas City 10, Missouri 


©1960, Continental Oil Company 


March, 1960 + NATIONAL PETROLEUM 





Fuel Oil 


Memos for Fuel-Oil Men... 


> Indiana Standard expects that 
oil-heated homes in its urban mar- 
kets will drop from 27.4% to 
25.8% by 1965 due to natural-gas 
competition, but sees an increase of 
oil-heated homes in small-town and 
rural areas from 48% to 53% by 
1965. 


> A heating-oil jobber’s trucks had 
a different color scheme than that 
used by his supplier. He switched 
over to his supplier’s colors for one 
year, then switched right back to 
his original paint scheme. “Too 
many people asked me if I had sold 
out to my supplier, so I decided to 
return to my own colors,” he says. 


> A New England heating-oil job- 
ber has his burner-service trucks 
equipped with two-way radio but 
not his oil delivery trucks. “If I put 
radios in them, I would have to 
make it pay off. That would mean 
I would go after a lot of will-call 
business. And I don’t want those 
accounts because they are not 
cheap to deliver to,” he says. 


> To get more accounts on degree- 
day deliveries, thereby cutting down 
on will-call customers, Swett Bros. 
Inc., heating-oil jobber in Spring- 
field, Mass., offers a steak dinner 
for two to any account who winds 
up with a dry tank. Up to Janu- 
ary, Swett Bros. has picked up one 
steak-dinner tab. “And it was our 
own fault,” says Reg Swett, presi- 
dent. “We replaced a gas water 
heater with an oil-powered heater, 
but the service department forgot 
to tell the delivery department 
about it.” 


> It makes good sense to offer 
something to degree-day accounts 
if they run out of oil. Instead of 
getting mad, the customer is mol- 
lified because he’s beat you playing 
your own game. You don’t want to 
pick up too many tabs for steak 
dinner, so you bear down on your 
delivery department. But picking up 
the tab for a steak dinner is a lot 
cheaper than having to dig up a 
new account to replace one who 
switched his business because you 
let him run dry. 


> Oil-Heat Institute’s distribution 
division estimates that close to 20- 
million supermarket bags have been 
issued by various suppliers and job- 
bers throughout the country as part 
of an oil-heat promotion campaign. 
That 20-million bags adds up to 
more than 60 carloads. 


> In Canada, oil heat has a little 
more than 50% of the home-heat- 
ing market. Coal is next with 16%. 
Gas is third with 14.5%, and wood 
is fourth with 14%. 


> To keep tanks at its barge plant 
from showing oil stains around the 
gage hole, a Philadelphia jobber 
has painted part of the tank sides 
near the gage hole a dark green. 


> A film strip on the correct way 
to use instruments in making tests 
of burner operations is being added 
to Oil-Heat Institute’s film library. 
The new strip was donated by 
Bachrach Industrial Instrument Co. 
Next project will be a strip show- 
ing step-by-step operations in serv- 
icing burners. 





So, 








Unconventional Attention Getter 

REVERSING the “R” in his company name on billboard advertisements at- 
tracts a lot of attention for Ev Yerly, LaCrosse, Wis., jobber. The name sticks 
in the mind better. Other billboard users are doing it too (NPN—Mar. ’59 p138). 


NEWS 
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Why do so many good 
service stations fail? 


Take a good location, a good operator, and sound com- 
pany supervision...and, all too often, it becomes a 
statistic instead of a going business within a year or two. 
Cutting the failure rate of lessee-operated stations from 
the one-out-of-four reported by the National Petroleum 
Institute by just 50% would be a great step forward on 
all fronts of the oil marketing scene. 


Because of our work with service stations throughout 
the United States and Canada, we’ve accumulated some 
interesting data on this problem... data which you 
might find helpful. 


Where does the trouble start? 


Obviously, there is no easy solution to the problem of 
service station failures...or it would have resolved itself 
long ago. And many of the failures probably can’t be 
avoided. One business magazine editor, considering this 
problem, said there were three common causes of failure! 
(1) Over-extension of credit, (2) Just plain lousy book- 
keeping, and (3) dependence on gasoline as the sole 
source of profit. You might also add under-financing 
to the list. 


Too often, though, failure hits men who do not fall 
into these categories...men with the necessary business 
sense and the desire to succeed. These are the men who 
can be helped by a change in direction. 


The drift in profit focus 


Historically, the mark of the successful service station 
operator has been a healthy proportion of TBA and lube 
sales. This is not so true today. 


Accessory loaded cars riding on longer-life tires have 

«seriously dented the TBA market. It has been hit from 

another direction by the low-margin, high-volume gen- 
eral merchandise firms. 





Rising labor costs consume more and more of the 
lubrication profit. In both areas, the Service Station 
operator is losing his profit “generator.” SERVICE 
STATION TUNE-UP FILLS THIS GAP. 


Most modern cars will run 100,000 miles with routine 
care. But they won't run well without a periodic tune- 
up. (We figure tune-up is needed at 10,000 mile intervals. 
Car manufacturers are leaning toward a 6,000 mile 
recommendation. ) 


The important thing is this: there is no place to have 
needed tune-up performed. 


Garages aren’t prepared for the volume of tune-up 
work needed. They are hard-pressed for mechanics, 
space is at a premium, and they don’t have the frequent 
contact with the driver that’s needed to sell tune-up as 
a regular maintenance service. 


Because of strength in these same areas, it’s obvious 
that service stations should become tune-up centers. 
Thousands of Allen-equipped stations prove the point. 
A co-ordinated program of equipment selection, tune- 
up training, and merchandising leads to important tune- 
up profits. It invariably builds gasoline, lube, and TBA 
volume, too. 


These are our reasons for suggesting tune-up in your 
service stations. They are reasons backed by equipment, 
training, and promotional aids designed especially for 
service station use. The results are a matter of record. 


If you would like to see just how tune-up can be 
profitably applied to your operations, we will appreciate 
a chance to visit with you...either at your office or here 
in Kalamazoo. There’s no obligation, of course, and 
there is considerable promise of mutual profit. 


Cordially, 


rend. 





y General Sales Manager 





(ALLEN) 


ALLEN ELECTRIC and EQUIPMENT COMPANY 


2101 NORTH PITCHER STREET 
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KALAMAZOO, MICHIGAN 
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Special Report 


DIVERSITY: New Pattern 
For Oil-Jobber Growth 


N OLD BUGABOO is turning into a new 
opportunity for oil jobbers. Once 
considered bad for a solid oil business, 
diversified lines are now working out 
successfully for many jobbers. 
Changing business conditions underlie 
the breakthrough. Leveling demand is 


CASE STUDIES 


forcing a search for new ways to ex- 
pand; surpluses and costs puts a new 
stress on profits. For many jobbers, a 
nonoil line is the answer. 

Starting this month, NPN initiates a 
series of reports (below) on diversified 
lines for jobbers. (Continued on next page) 


SEVEN 








IN THIS ISSUE 
1 Kitchen appliances 


2 Swimming pools 
3 Gardening supplies 








| 


Csi 


IN APRIL 


4 Land development 


5 Insect-killing 
and lawn 
care 


IN MAY 

6 Automotive TBA 

7 Aluminum 
home 





DIVERSITY: 
New Pattern for 
Oil-Jobber Growth 


(Begins on page 93) 

This special series will explore jobbers’ 
attempts to handle nonoil products, tell 
why they’re doing it, what results they 
expect, and what problems they’ve come 
up against. 

The series will take you beyond the 
more common forms of diversification: 
LP-Gas, air conditioning, or expansion 
from gasoline into heating oil. There are 
many other lines jobbers can handle 
profitably—and do. 


In the past, diversification has ap- 
pealed more to heating-oil jobbers than 
to gasoline jobbers. Heating oil is a good 
business while it’s cold, but it peters out 
in warmer weather and runs into a red- 
ink period over the summer. So heating- 
oil jobbers are always on the lookout for 
something to balance their operations, 
something to justify keeping trained driv- 
ers on their payroils all year. 

But today diversification also appeals 
to gasoline and full-line jobbers—as this 
series of reports will show. 


Few of the diversification projects in 
this series are directly connected with 
the oil jobber’s bread-and-butter prod- 
ucts. But they are related to it because ‘ i 
they make living easier and more com- e 
fortable for the consumer. Some appeal E ectr ' cal Ap Pp l lances. 
to the do-it-yourself market. Others are 
aimed at the luxury or semiluxury mar- . . . 
ket. Still others deal with products and Working with custom builders, 
services to established jobber accounts, a heating-oil jobber sidesteps 
such as stations and garages. discount-house competition. His 


pearing in this series, the final report in sulle ack: j ‘ d fall 
May will include a broad listing of po- ake Up slack In Spring and ta 


tential fields for diversification. 


OR THREE YEARS, Laurel Oil Co. of Hartford, 
Conn., has been selling kitchen appliances. It 
has no regrets about the move. 

Laurel’s president, James L. McIntyre Sr., points 
to appliance sales amounting to about $150,000 
a year gross, or about 10%-15% of the total dol- 
lar sales of his Esso heating-oil jobbership. “We 
sell about a carload of equipment a month during 
the season,” he says. And Laurel has become the 
largest of four Hotpoint distributors in the area. 
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$150,000-a-Year Plus 


Here’s What’s Sold—Laurel’s line of kitchenware 
includes Hotpoint electric ranges, refrigerators, 
dishwashers, disposal units, freezers, washers and 
fans; Nutone exhaust fans, kitchen hoods, and 
intercoms; and cabinet work done on a subcon- 
tract basis. The line is sold to builders of custom 
homes in the $25,000-$100,000 range. 

Builders, however, don’t make the final selection 
of equipment. They send their customers to Laur- 
el’s kitchen showroom, part of the oil-company 
office. There they look over the selection, decide 
what equipment, model and color they want. If 
they want cabinets, Laurel Oil can handle it. Then 
Laurel gets the order filled, turns it over to the 
building for installation, submits a bill, and gets 
its money from the builder. It takes about $1,500 
worth of kitchen appliances to do the right job in 
a new home, McIntyre says. 

Builders, says McIntyre, like the idea of buying 
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all their kitchen equipment from one source—just 
as much as they dislike having to decide on the 
color. “That’s why they send their customers to 
us,” says McIntyre. 

Dealing with custom builders has advantages, 
McIntyre feels. While sales may be small compared 
with other outlets’, it keeps Laurel out of rough- 
house competition with discount stores. There are 
no bargain-hunters to satisfy, and there’s no con- 
sumer credit to worry about. 


The custom builder and his clients are not too 
cost-conscious, McIntyre says. In addition, custom- 
builder credit is good. “We’ve only had one bank- 
ruptcy case,” McIntyre says. 

Balance with Fuel Oil—Kitchen-appliance sales, 
McIntyre says, balance well with heating-oil sales. 
They start to pick up when heating-oil sales slow 
down, are at their peak when oil sales disappear, 
and start to drop as oil sales pick up. That’s be- 
cause builders prefer to work in the spring-fall 
cycle. 

There’s another benefit. “It keeps the builder 
in our corner when it comes to oil heat,” as Mc- 
Intyre puts it. 

Leads for sales of kitchen equipment are the 
responsibility of Lars Fromen, Laurel’s kitchen- 
appliance sales manager. His salary is the only 
sales overhead that Laurel has to meet in its appli- 
ance department. It’s Fromen’s job to keep in 
touch with builders of quality homes in the area, 
a job eased somewhat by Laurel’s membership in 
Hartford County Home Builders Assn. 

Backstopping Fromen is Laurel’s $20,000-$30,- 
000 inventory in kitchen equipment. If a certain 
appliance isn’t in the 30x25-ft. showroom, chances 
are it’s in the warehouse. 








o 


Home Swimming Pools: Selling the Good Life 


In an area that stresses outdoor living, this jobber figures potential 
at 325 pools. He'll amortize his investment by the time he’s sold 25 


| igen: SCHNEIDER distributes many products— 
even swimming pools. 

His Schneider Oil Co. in Salem, Va., handles 
Sun Oil Co.’s six-grade gasoline, three brands of 
motor oil, heating oil and heating-oil equipment. 

Schneider Enterprises, the parent outfit, now sells 
fiber-glass swimming pools—with prospects of di- 
versifying further into outdoor-living items like 
lawn chairs, cooking equipment, shuffleboards, 
putting greens and driving cages. 

Here’s the Setup—Schneider is the western Vir- 
ginia distributor for Princess swimming pools, made 


by Welding Engineering Co. of Westbury, L.I. He 
can offer pools in 18 sizes, from 10x25 ft. up to 
15x43 ft. Pools come in rectangular, bullet, oval 
or free-form shapes. 


Installed prices range from $2,395 to $5,495, 
and pools come complete with filter, manifold, 
ladder, main drain, inlet, plastic pipe, skimmer, 
underwater light, diving board, deck stand and 
test kit. 


On each sale, Schneider picks up a 5% com- 
mission. His gross is larger, but he’s not doing the 
installation work himself. That’s being farmed out 
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In Your Own Backyard 


to a number of local building contractors who 
receive an allowance of $450, plus 5% of the 
retail price of the pool, for doing this work. 

Originally, Schneider invested $1,000 in his new 
sideline. That’s what it cost him to be a Princess 
dealer. But he picked up an option to become a 
distributor, adding $1,500 to his original ‘invest- 
ment. As a distributor, he'll earn more than a 
dealer. 

Sales will be handled with his own crew. He 
has picked five top men in Schneider Enterprises 
to be the core of his sales staff. Later, as the pool 
season opens up, Schneider plans on adding 15-20 
other salesmen on straight commission. Likely can- 
didates for these jobs will be well-known local 
athletes and coaches. A few sales reps may even be 
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recruited from the ranks of other Sun jobbers in 
Schneider’s pool market. And there’s a good chance 
that some of his contractor-installers may turn up 
prospects among their clients. 

Schneider’s salesmen will be able to work some 
telling sales points into their talks on easy pool 
ownership. Schneider says fiber-glass pools are 
maintenance free; don’t need painting; are without 
corners, which need to be cleaned in other types 
of pools; are not affected by chemicals, sun, heat 
or cold; won’t crack, peel, tear, rot, rust or mildew. 
If it’s cold enough in the winter, they can even be 
used for ice skating. 

Leads to More Diversification—Schneider is aim- 
ing to sell a complete backyard playground for the 
family. That’s where the putting green, driving 
range, shuffleboard and other items come into the 
picture. But instead of handling these products di- 
rectly, Schneider plans to do it this way: 

e@ He’s installed a demonstration pool on the 
property he bought for his office (Schneider lives 
on the top floor). 

@ He’s invited companies and local stores who 
handle additional backyard items to use his dem- 
onstration pool as an outdoor display room. Prices 
will be marked on all items. In the main, Schneider 
plans to let these items sell themselves. But he’ll 
collect a commission on each sale. 

In that way, he avoids additional investment and 
inventory problems. The local merchants have no 
direct expense other than commission on sales. 

The outdoor pool will serve another purpose: to 
build good jobber-dealer relations. Schneider plans 
to let his dealers and their families use the pool at 
least once a week. 


The jobber who’s 
doing it > a 
Schneider Oil Co. 
Salem, Va. 














Garden Center and Flower Shop: Business 


This heating-oil jobber tried other summer lines before he hit pay dirt 
with garden supplies. The line grosses over $150,000, is still growing 


HEN WARM WEATHER rolls around, a Shell 

heating oil jobber in Seattle, Wash., shifts 
gears. He moves out of doors and uses some of 
his 50 oil-company personnel to sell anything and 
everything a gardener needs and wants. 

That’s how Viewlands Fuel Co. has diversified. 
And John Bonar, Viewlands president, says his 
Green Thumb Division has taken his company out 
of off-season make-work and put it into an area 
where employee efforts produce real profits. 


Bonar smiles with satisfaction because the Green 


Thumb unit’s business is good, is growing (no pun) 
wins repeat customers, and is a cash-and-carry 
business. “We have no credit or delivery prob- 
lems,” Bonar says. 

Old Hand—Bonar, who likes to ham it up and 
dress as a farmer—straw hat, overalls, red bandana 
around the neck—smiles for another reason, too. 
At last he seems to have made the right connection 
in several diversification attempts. 

“As an oil company,” he says, ““we need some 
summer revenue. We tried to keep at least four 
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Blooms Off-Season 


(of nine) drivers busy with oil deliveries in the 
summer. But it was like a WPA project. It was 
all make-work with little revenue in it.” 

His search for summer revenue took Bonar into 
several fields: 

e@ Appliance selling. For five years, he sold tele- 
vision and radio sets, ranges, hot-water heaters, 
washers and dryers. Then he gave it up. “We found 
the appliance line took too much specialized help 
in selling” Bonar says. “Our fuel-oil drivers just 
couldn’t do that type of work.” It also turned out 
to be a 12-month deal, not just a summer business. 
Peak sales and deliveries came before Christmas 
at a time when oil deliveries also started to peak. 
And service called for specially trained men. 

@ Road oil. “There was too much of a haul 
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DIVERSITY: 
SEVEN CASE 
STUDIES 


(over 12 miles) from my area to the road-oil plant.” 
Says Bonar. To develop the business further would 
have taken more capital investment in trucks and 
equipment. It would have been a gamble at that, 
Bonar adds, because competition in road oil is 
pretty keen. 

e@ Liquid fertilizer. “We tried that in 1956 and 
in 1957,” Bonar says. “But it took too much time 
to sell. And then people expected too much from 
a one-shot application. We also had problems with 
equipment rusting out. It chewed the hell out of 
our pumps.” 

Business Grows With Gardens—dActually, the 
garden-center idea is an off-shoot of the liquid- 
fertilizer operation. It began in the summer of 
1957 in the fuel company’s office. Bonar started 
small, handling chemical fertilizers, peat moss and 
lawn mowers. Sales grossed $17,000 that year. 

The following spring, Bonar was set to expand 
his garden-supply operation. He converted an old 
house on adjacent property he owned into the 
garden center barn, painted it red with white trim. 
He spent about $60,000 getting the barn in shape 
and getting his garden center laid out and stocked. 
Sales grossed $85,000 that year. By fall, Bonar 
had added cut flowers to his line so that customers 
would continue to drop in and make purchases, 
although the main garden season was over. 

In 1959, Bonar expanded again. He added a 
florist shop to the cut-flower department and ex- 
tended his garden-supply product line. Sales 
grossed $150,000. The florist shop was budgeted 
for $20,000 in sales, but Bonar says it lost money. 
“I’m not worried about that,” he says. “I know 
it will pick up.” 

With expansion completed, the garden center 


"Te 
The Jobber who's 
doing it > 
John Bonar 


Viewlands Fuel Co. 
Seattle, Wash. 





‘*As many as 450 customers will drop 
in on a good Sunday afternoon .. . 
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(Begins on page 98) 

fronts 240 ft. on a main highway (Greenwood 
Ave.) with off-street parking, and runs to a depth 
of 120 ft. There is 1,300 sq. ft. of selling space 
in the converted barn; another 2,400 sq. ft. ad- 
jacent to the barn; more in the florist shop, plus 
an open-air display room in the yard. It represents 
an investment of $100,000. 

Bonar handles 400-500 different items, includ- 
ing cow manure; topsoil; sawdust; humus; pack- 
azed flower and vegetable seeds; all sorts of fruits 
and shade trees; a variety of shrubs; all sorts of 
potted plants; small, medium and large garden 
tools from hand trowels to full-grown spades; 
sprays; spray guns; garden hose and nozzles; hand 
and power lawn mowers; hardware tools; fence; 
bulbs; and garden furniture and accessories. 

Most of the inventory comes from local green- 
houses, mostly on consignment. Bonar says he gets 
a reasonable markup on what he handles, although 
at one time he was deep in a rhododendron price 
war—started, he claims, by competition when he 
opened his expanded center in 1958. Plants that 
should have sold for $1.89 went as low as 89¢. 


How Bonar Advertises—Bonar puts about $20,- 
000 a year into advertising his garden center and 
florist shop, using newspapers and radio. Radio 
announcements generally run on Fridays, just be- 
fore the weekend shopping peak. Bonar uses 10 
spots on that day. On Saturdays and Sundays, he 
sponsors six newscasts of five minutes each, and 
usually offers a bargain for all comers. Newspaper 
ads also offer a bargain and readers are asked to 
clip a coupon in order to get it. “In that way,” 
Bonar says, “I can check newspaper readership 
of my ads.” 


He also sends out direct-mail pieces to his 5,000 
fuel-oil accounts. When he started up, each oil 
account and each Shell credit-card holder received 
an invitation to drop in and look over the garden 
center. As part of each invitation, Bonar sent out 
his own Viewlands credit card. He knew the credit 
standing of his own oil accounts, and he knew the 
Shell list of credit-card holders would also be good 
risks. 

Bonar’s fleet of nine oil trucks and seven service 
trucks also advertise his garden center. Each car- 
ries a metal sign on the rear. And the Volkswagen 
station wagon used for deliveries by the florist shop 
is another way of plugging the garden center. Once 
inside the garden shop, customers are reminded of 


) - 
as converted to 
garden-center barn, painted red with white trim. 


bargains through tape-recorded announcements in- 
terspersed with tape-recorded music. 

Who’s Minding The Store—In the growing 
season, Bonar has two truck drivers working full 
time at the center. They start out on a five-day 
week and then shift to six days weekly as the sea- 
son moves along, with some Sunday work included 
in the six days. These two, Bonar says, can handle 
a good weekday average of 380 customers daily. 

The center is busiest on weekends. Then Bonar 
calls in six other drivers to help out. As many as 
450 customers will drop in on a good Sunday 
afternoon between two and five o’clock, and Bonar 
doesn’t want them to have to wait for service. The 
Sunday crush of customers taxes parking facilities 
out front to such a degree that Bonar hires special 
police for traffic duty. 

Whether weekday or weekend, a customer gen- 
erally purchases an average of $4 worth of goods. 

Two professional nurserymen are the key garden- 
center employees. They’re the experts who answer 
customer questions on what they should do to make 
what they've bought grow. The garden-shop man- 
ager is John Rutherford, who used to be Bonar’s 
night oil dispatcher. The other key man is Joe 
Pishaw, who runs the florist shop on a full-time 
basis. His background is credit management, but he 
has a flair for floral designing. Bonar has a part- 
time floral designer helping Pishaw, so that if the 
fuel-oil credit department needs help, Pishaw can 
be borrowed from the garden center. * 
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ICEDALE, PA.—Storage for 1%4 million gallons of Sunheat; 2 metered loading racks; high-speed pumps, and modern filters. 
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OWOSSO, MICH.—Storage for 414 million gallons of heating oil; 4 metered loading racks; high-speed pumps, and modern filters. 


New terminals pipe Sunheat into “backyards” 


of many Michigan, Pennsylvania distributors 


SUNHEAT is on the move! In 1959, 
new terminals and refining units were 
built, old ones modernized, many 
distributors added. 


Icedale (20 miles south of Reading), 
on Marcus Hook’s pipeline, and 
Owosso (25 miles west of Flint), fed 
by Sun’s pipeline from Toledo, are 


Visit Sun's booth at the National Oil 
Heat and Air Conditioning Exposition, 
April 4-7, New York Coliseum. 


typical new facilities. For dual dis- 
tributors, Owosso also has 3 huge 
gasoline storage tanks. 


Exclusive distributorships for SUN- 
HEAT, the quality-blended heating 
oil, are still open in these and many 
other areas. Get all the facts on Sun’s 
co-op advertising plan . . . merchan- 
dising aids . . . practical business help. 
Write to Fuel Oil Department, SUN 
O1L CoMPANY, 1608 Walnut Street, 
Philadelphia 3, Pa. All inquiries 
will be confidential. 


MAKERS OF FAMOUS CUSTOM-BLENDED BLUE SUNOCO GASOLINES 
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Twin 20-ft.-tall plastic canopies at Baton Rouge, La., are made translucent by lights concealed in 10-ft.-high bases 


New Plastic Prefab Canopies 


PREFABRICATED CANOPY made of glass-rein- 
forced polyester has been erected at an Orbit- 
brand station at Baton Rouge, La. It’s another 
example of how plastics are coming into wider 
use for service-station construction (see page 132). 
Orbit is an independent-type chain launched 
about a year ago by Lion Oil Co., El Dorado, 
Ark., division of Monsanto Chemical Co. Mon- 
santo makes the canopy raw materials. 
The Orbit station uses two canopies. The cost 
was not disclosed, but the canopies are said to 
have “important cost advantages over similar 


structures of conventional materials.” The maker is 
Tru-Scale Div. of Wasco Chemical Co., Wichita, 
Kans. 

Lion says Orbit is a marketing experiment in- 
volving a “limited number” of outlets. There are 
now seven, located from Miami, Fla., to Beaumont, 
Tex, Others ate on the way. 

The Baton Rouge station is located on a four- 
lane highway to New Orleans. It has no TBA or 
services. 

No other Orbit station using the glass-laminate 
canopies is planned, says Lion. Ld 





4 Each canopy rib is fastened 
with a huge bolt to steel footings 





5 With two beams in place, reinforced polyester ‘skin, in 2x42-ft. strips, is 
riveted between them. Canopy is said to withstand winds to 80 mph 
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New Ideas 
in Stations 








1 Holiow beams are made 2 Three beam sections are riveted to- 3 Lightweight beams are lifted into 
of reinforced polyester gether to form a single arch place atop a pair of raised platforms 
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6 The manufacturer says 3 unskilled 
workers can put up canopy within 5 days 


7 Canopy is 30 ft. high at center, 
spans 30 ft., making drive light, airy 





SCOVILLS NEW 1’ FUEL OIL 
~COUPLING MEETS ALL 8 
VITAL REQUIREMENTS! 


Before you re-order fuel oil couplings, it will pay to match their perform- 


ance against these 3 vital requirements. Here’s how Scovill meets them... 


1 Do they offer economical, trouble-free operation? 


Scovill was the first to design and manufacture 
couplings for modern hose—and is, today, the 
nation’s leading supplier of fuel oil and gas 
pump couplings. Scovill has more first-hand, 
practical knowledge on correct application, use 
and maintenance of hose couplings than any 
other supplier. The new 134” coupling by Scovill 
has positive, permanent anchorage. Its ferrules 
are of high strength, cold drawn copper alloy 
with straight sides that parallel the hose body. 
Both sections have wide octagonal facets for 
tightening with ordinary wrenches. Scovill’s 
Full-Flow design permits uninterrupted flow 


and assures mechanical strength of entire 


assembly. 2 Are they available for immediate 
delivery? Scovill maintains the industry’s widest 
network of sales offices and warehousing facili- 
ties. A full stock of couplings is always on hand 
—from 34” to 3” in fuel oil couplings . . . and 
all standard sizes in gas pump couplings. All 
orders for couplings are shipped without delay 
o Is fast 
service and expert advice available? Scovill main- 


anywhere in the U. S. or Canada! 


tains the largest —and finest —sales force in the 
industry; they are ready to serve you when 
and where you want. For details, write: Scovill 
Manufacturing Company, Industrial Couplings 
Division, Waterbury 20, Conn, 


Hose couplings by SCOVILL 


MAIN OFFICE: 99 MILL STREET, WATERBURY, CONN. » CLEVELAND: 4635 W. 160TH ST. » GREENSBORO: 1108 EAST WENDOVER AVENUE ¢ HOUSTON: 2323 UNIVERSITY BLVD. 
SAN FRANCISCO: 434 BRANNAN STREET © TORONTO: 334 KING STREET, EAST 
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that’s why | go for “Moly” Grease 


Any woman will discover immediately how “Moly” grease makes 
steering easier... silences squeaks... cushions her ride. These are 
benefits women understand. And since women represent such a large 
portion of the market — smart marketing men encourage 

their dealers to use “Moly” grease. 

You can promote the easy-to-understand advantages of “Moly” grease 
...and back them with proof. Using “Moly” grease makes new 
customers for your dealers... brings back old customers again and 
again for gas...oil... TBA. 


CLIMAX MOLYBDENUM COMPANY 


A division of American Metal Climax 
1270 Avenue of the Americas, New York 20, N. Y. 


Professional women drivers go for “Moly” 
grease too. For example, the women who 
drive the Lee County, Florida, school-buses, 
found that hard-to-steer buses turned with a 
feather touch after being lubricated with 
“Moly” grease. 





Aviation 


What's Ahead for Jet Fuels? 


In case you've ever wondered what 
part of the barrel jet fuels come from, 
here's a description by the head of 
Mobil's aviation department. It tells 
you what could happen to the supply 
of consumer oil products in an all-out 
war effort 


oo the growth in demand for jet fuels 
has been spectacular in recent years, the oil 
industry is keeping pace. There’s no foreseeable 
shortage. But what would happen in case of an 
all-out war? 

This question has been explored by W. S. 
Mount, manager of the aviation department of 
Mobil Oil Co.* 

Rockets and missiles are putting somewhat of 
a damper on the growth of military jet fuel, but 
commercial use is climbing fast. “Petroleum seems 
assured of the number-one position for fueling 
military and commercial aircraft for many years 
to come,” says Mount. 

Right now the oil industry is supplying 124- 
million bbl. of jet fuel a year to the U.S. govern- 
ment alone. That’s a lusty market by any standard. 
JP-4, the main military fuel, is essentially 25%- 
35% kerosine and 65%-75% gasoline. 

One reason JP-4 is popular is that it could be 
produced in huge quantities in an all-out war 
effort. Refinery runs are now about 3% of US. 
demand. If necessary, the yield could be expanded 
to approximately one-third of a typical refinery 
crude run, Mount says. 


*From a report by Mount to the Society of Automotive 
Engineers convention in Detroit. 
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The shaded area in military jet-fuel demand reflects a 10% uncer- 
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Expansion of military jet-fuel production in an emergency 
would hurt motor gasoline most, but also distillates 





What part of the barrel would this additional 
fuel come from? What consumer products would 
suffer? The diagram (above right) shows that 
motor gasoline would be hurt the most, middle 
distillates next. Mount indicates that rationing of 
gasoline and control of middle-distillate consump- 
tion would be necessary to produce this quantity 
of JP-4. 


Such an emergency would also cut into the 
supply of aviation gasoline. This is not considered 
so serious, however, because the demand for this 
product is declining. It was in 1956 that aviation- 
gasoline demand first began to decline—after 56 
years of continuous growth. 


Gasoline will continue as a factor in the avia- 
tion market for many years, says Mount, but 
steady decline is foreseen. Jet-fuel use surpassed 
aviation-gasoline use in 1955. It will probably leap 
to double that of aviation gasoline within a year, 
and climb to perhaps 800,000 b/d by 1965 (free 
world). 

Despite the rapid growth in jet-fuel demand in 
recent years, there does not appear to be any like- 
lihood of a shortage in the foreseeable future, says 
Mount. e 
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REFLECTIONS ON A CLASSIC — In every 
field there is one true leader whose products become classic 


— perennially setting a standard of quality by which 


others are judged. In the field of gasoline pumps 


that name is Smith - A 








New Smith-Erie 
submersible pumps 


feature these design 


improvements 


ELECTRICAL PLUG-IN eliminates the necessity of disconnecting wires and 
conduit when removing the pump and motor for servicing. Job can be done 
in minutes without the services of plumber or electrician. 


ELECTRICAL JUNCTION BOX is now part of stationary pump head, re- 
placing swivel-type separate junction box. Reduces the overall height of 
the discharge head a full 5” ... permits easy installation closer to pit cover. 


ONLY TWO CAP SCREWS need be loosened to free the removable section 
from the discharge head. Two eye bolts make lifting removable section a 
snap. Again, no special tools or personnel are required for servicing. 


D VERTICAL, CENTRIFUGAL PUMP is quiet and smooth running . . . gives 
long, dependable service. ’3 hp models serve up to four dispensers; 2 hp 
models serve up to six dispensers; % hp models serve up to eight dispensers. 


Smith-Erie was the first to build a motor-driven meter 
pump... first to build remote pumping systems for service 
stations. In keeping with this tradition of leadership, 
Smith-Erie announces six improved submersible pump 
models satisfying the requirements of the largest and the 
smallest stations. All incorporate the new features described 
above — all are designed to give continuous service, econ- 
omy of installation, operation and maintenance. 


Smith-Erie offers a broad and completely integrated 
product line. Besides gasoline pumps, Smith-Erie produces 
petroleum meters in a complete range of sizes and pres- 
sures, airport and marine dispensers, hand pumps plus a 
wide range of accessories. Write direct for further facts on 
any of these products. 


Through research gy .. @ better way 
AO.Smith 

Twins are available OR P R A N 
in both L3 and Salesman-48 models 


Smith-Erie twin pumps have the same outside dimensions as the Smith- Eé _a Division 


single pumps. They occupy a minimum of island space while sup- 
plying more volume by serving two customers at the same time. 


Factory:. 1602 Wagner Avenue, Erie, Pennsylvania. Offices: Atlanta 5, Georgia; Chicago 3, Illinois; Houston 2, Texas; Los Angeles 22, California; New York 17, New York; 
Oakland 21, California; Tulsa, Oklahoma. Canada: Toronto 12; Vancouver 1. A. 0. Smith INTERNATIONAL S. A., Milwaukee 1, Wisconsin, U.S.A 


Litho in U.S.A. 





20 Free 


or Low-Cost 
Promotions 


O PENING a new service station? Unveiling a 
spanking new sales office? Celebrating the 
75th anniversary of your company? 

Here are 20 promotions that can help you kick 
off the event, with little or no cash outlay. These 
ideas can be polished, with a bit of imagination, 
into slick promotions that will pack a new station 
with curious drivers or fill a new sales office with 
potential customers. 

Many of these suggestions call for tie-in pro- 
motions involving the participation of another 
party. Don’t underestimate what can be done with 
a brass band supplied by the American Legion 
or a display of crown jewels loaned by a tourist 
agency. Do some checking and you'll find a wealth 
of agencies and people willing to help out your 
promotion mainly for the opportunity of being seen 
or heard. And generally all they ask is a credit—a 
small white card in front of a display or a grateful 
acknowledgment by an official speaker. 


How Esso Research Did It 


Esso Research and Engineering recently demon- 
strated graphically how careful planning can build 
a crowd-drawing promotion with little strain on the 
budget. 

The scene was the opening of the new Esso 
Research Center at Florham Park N.J. Some 
imaginative planning on the part of public-rela- 
tions man John Hall and his associates developed 
a “world fair” theme, based on the idea that Flor- 
ham Park was the center of research for Esso 
activities all over the globe. Esso gathered a spark- 
ling collection of exhibits from New York City 
tourist agencies. The Japanese consulate supplied 
fabulously detailed dolls in native costume. South 
Africa supplied native spears, shields and pottery. 
Aircraft manufacturers supplied cutaway models. 

With the addition of a few extras—balloons 
for the children, candid photos by Polaroid-carry- 
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ing Esso men, a miniature movie theater—Esso 
brought thousands of curious visitors in to view 
a $100,000 exhibit that actually cost the company 
a pittance. 

Hall offers some sound tips on how to handle 
such tie-in exhibits: 

@ Keep commercialism to a minimum. Credit 
cards are the best means for displays. 

e Insuring the displays is expensive and often 
unnecessary. And the owners insure them. 

@ Send “thank you” letters after you have 
used a display or service. Send photographs illus- 
trating your use of the material. 

e Plan the timing of your display, and request 
the material well in advance. 





Here’s How Esso Staged a Low-Cost Promotion on the ‘World Fair’ Theme. . . 





al 


Cutaway engine and model airliner were supplied by 


manufacturers, an exploitation of the world-travel theme. 


(Begins on page 109) 
Here are 20 low-cost promotions: 


1 Somethin’ for nothin’” will always bring in 
the customers. Pepsi-Cola Bottling Co. has a spe- 
cial department set up to arrange tie-in promotions 
for oil-company station openings or other celebra- 
tions. They'll set up attractive booths and dispense 
free Pepsi in cups or bottles. They are equipped 
to help out with hand bills and banners, even spot 
advertising. 


2 Aircraft manufacturers can be tapped for cut- 
away or working models of antique and modern 
engines. And there are model airplanes and rock- 
ets that can be worked into a gimmick for a “jet- 


6665 


powered” or “‘jet-age” pitch. 

3 The United States Air Force is a natural for 
rocket displays using this same technique. Or they 
can provide the makings for a “past and present” 
exhibit of engine models or planes. Their usual 
policy is to have companies pay the daily living 
expenses of the airman who staffs the displays. 


4 And then there is the United States Army. Take 
the ordnance units. You can contact the higher 
levels of this branch for displays and material on 
research and development in transportation and 
weapons. Or on a local level you might approach 
ordnance units in the National Guard or Reserve. 
For the publicity, you might talk them into a 
demonstration of how they repair military vehicles 
(contrasting or comparing this with the service 
facilities in your local station) or simply have 
them display the latest in military vehicles. 


5 The American Automobile Association is active 
in two areas that offer promotion possibilities: 
safety and travel. The local chapters operate pretty 
independently and set their own policies, but at 
the very least would be the source of an authora- 
tative speaker on driving safety. 


6 Try tapping the automobile manufacturers for 


: 


Replicas of crown jewels came from the British tourist 
office. This proved to be one of the biggest attractions. 


material on the history of automobile development. 
They would certainly be a source of good photo- 
graphs and might be able to lend you models of 
cars tracing automotive progress. They have often 
displayed such attention-getters as full-scale work- 
ing models of engines—some made of transparent 
plastic so you can see what makes them tick, 


7 The National Safety Council offers brochures 
and booklets on all phases of accident prevention: 
home, driving, industrial, and others. How about 
a good display of safety hazards in the home? This 
would bring in the woman driver who’s interested 
in staying out of splints. Certain angles of indus- 
trial safety could be aimed at the home handyman, 
snaring many of the men drivers. 


8 Never overlook the possibilities of good promo- 
tional material available from your own company. 
Most oil companies have models of refineries 
available. Or how about a display tracing the 
history of one gallon of gasoline from the ground 
(with an authentic geological-survey map) to 
pump? For this one, photographs would do the 
job. And don’t overlook the wealth of materials 
that were prepared for the centennial. What’s 
wrong with a display celebrating the 101st year? 


9 Want a display of the crown jewels of England 
to bring the curious into your service station? 
You can have them—copies, that is. The British 
Tourist Office and those of other countries have 
a terrific amount of material that has slick and 
definite exhibit possibilities. Most of these would 
have no immediate tie-in with oil marketing, but 
a little thought could develop one. Crown jewels 
and “a jewel of a service job,” for example. 


10 In the same line there are the foreign con- 
sulates. They can provide displays of Danish 
silver, Japanese silk, Dutch china. Again there is 
no real tie-in, except what you can dream up. A 
word of caution, however. These boys are sales- 
men. Be careful you don’t end up playing second 
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Handicraft exhibits came from consulates. Stock travel 
folders and posters served as a colorful backdrop. 


fiddle to their products. Be firm and early in your 
crediting agreement. And put a damper on their 
representatives at the display if you can. 


11 Have a talk with the sales and promotion 
people at the companies and utilities you do busi- 
ness with. They very often have material that can 
be used, and there’s a built-in tie-in. The TBA 
suppliers, for example, may have working models 
of spark plugs or a display on how a tire is made. 
Esso Research tapped IBM for a huge globe, 
used it as the centerpiece for its world fair. 


12 There’s a huge mine of free films that can 
be drawn on for promotions. Particularly suitable 
would be films on travel in the United States. 
Government agencies are a source of interesting 
films covering a wide range of topics. Set up a 
prenoon showing in a local theater or maybe 
even show the films in a blacked out lube-bay or 
storeroom. And while the driver is watching the 
films, maybe the attendant could be working on 
that fall changeover? 


13 There are always the hobbyists. Half their 
kicks come from being able to show off their 
collections of coins, stamps, buttons, toy soldiers, 
antique automobiles, trout flies, or whatever it is 
they treasure. Most of the hobbyists are tied into 
a local or national organization. And they would 
be happy to supply people to staff the displays. 


14 Pay a visit to the local or state office of the 
chamber of commerce. It’s a potential source 
of photos tracing the development of the city or 
state over the last 50 or 100 years. And the 
chamber can help out with travel material. They 
can swing weight if you’d like to have the mayor 
or governor officiate at a ceremony. And they 
can help you arrange tie-in promotions. 


15 The city authorities are often happy for a 
chance to promote or publicize their own activities. 
Try the police or fire department. They might be 
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Elaborate Italian exhibit has nothing to do with oil, but 
it helped bring in hundreds of curious visitors. 


willing to put on a demonstration or display of 
some sort. The police (local or state) might be 
persuaded to help out with a driver safety display 
or lecture. The fire department could be approached 
on plugging home safety. The -participation by a 
city agency is also an implied endorsement. 


16 Veterans’ organizations offer a wide range of 
possibilities. How about having an American Le- 
gion drum and bugle corps serenade visitors to 
the opening of your new office building? Or maybe 
the VFW could be approached to set up a Mem- 
orial Day display of war souvenirs? 


17 Local newspapers generally have extensive 
photographic files that could serve as the basis 
of a pictorial history of the city or even of news 
events involving oil companies. There are many 
possibilities. On the small-town level, you might 
get the paper to lend you high-school graduation 
pictures going back over the last so-many years. 


18 The American Petroleum Institute has an ex- 
tensive photographic library tracing oil-industry 
progress. And the committee on public affairs can 
rent you a model of a drilling rig or earth strata. 
API can also advise you on other material. 


19 Got a few square yards of unoccupied ground 
at a new service station site? Call on the local 
Boy Scout troop and suggest they can use your 
property to set up a display of outdoor living— 
such as tent or campfire. You'll get the scout par- 
ents, at least, and many curious driver-parents. 


20 Check the stations you operate in the vicinity 
of a new site. Maybe one of them has an old 
glass pump rusting in the storeroom. Or maybe 
you can throw together an old engine that demon- 
strates all the things that could be wrong with it. 
Or display problem parts: a dead battery, a clog- 
ged fuel pump, a corroded muffler, a sprung shock 
absorber. What better way to sell repairs than to 
show driver all the things that could be wrong 
with his car? 8 
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Can ‘Highbrow' Appeal Pay Off? 


Shell's unique approach to institutional advertising uses a 16th Century 
goldsmith’s masterpiece to build a quality company image 


IS NOT a campaign designed to bring 
people into the stations. And we’re not 
trying to sell product.” 

This statement by public-relations manager Gor- 
don Bigger is deceptive. It describes just a part of 
the reasoning behind a new series of Shell Oil ads 
aimed at the “highbrow” reader. 


The first ad in the series appeared in January. A 
striking full-color photograph of the Cellini Cup— 
a 16th Century work of art—topped a headline 
saying, “Genius is an infinite capacity for taking 
pains.” 

What does this have to do with selling oil? Sim- 
ple. Take a look at the cup. It’s in the shape of a 
scallop shell. And the Shell trademark? Right. 

Now look at the copy. “.. . But only the coup- 
ling of a noble idea with masterful execution can 
create timeless art. This holds true in science, too. 
A chemist’s inspiration, a physicist’s concept gained 
from the observation of nature come to nothing 
without the painstaking research and laboratory per- 
fection.” Get the message? 

“We're trying to create a good image for the 
company. A quality image. And the Shell trade- 
mark gives us a perfect pivot for this series,” says 
Bigger. 

The idea for the institutional series came from 
public relations VP H. L. Curtis. He was inspired 
by a slick and expensive volume entitled, “The 
Scallop: Studies of a Shell and Its Influences on 
Humankind.” 

Here was a built-in gimmick—the scallop shell 
in works of art. As an illustration, it’s an attention- 
getter. It implies quality. It pleases the reader so it 
inspires goodwill toward the company. 

Members of the Shell public-relations staff 
mapped out a rough on the Cellini Cup ad and 
then Kenyon and Eckhardt agency men stepped in. 

This year 12 ads will run in five selected maga- 
zines. Each ad will highlight a facet of art based on 
the scallop shell design. The second ad illustrates 
the design in antique furniture. The third will be a 
reproduction of the Botticelli painting, “The Birth 
of Venus.” Later ads cover pottery and heraldry. 

Eight single pages and four spreads—all in four 
colors—will appear in Harper's, Atlantic, New 
Yorker, Saturday Review and Holiday. 

“We aim at a group we feel is interested in art. 
We also know that 89% of these readers own auto- 
mobiles,” says Bigger. “We haven’t tried anything 
highbrow before. And we know that no other com- 


OME JN & GR MES OF BEASHE LINED ART THO .ouRes 
PRESENTED MY BHELL On COMPatY 


“Genius is an infinite capacity for taking pains” 


The ignition of genius is anf 


First of 12 full-color ads in Shell’s art series appeared in 
Harper’s, Atlantic, Holiday, New Yorker, Saturday Review 


pany has been able to take their trademark and do 
something like this.” 

The $500,000 campaign supplements two other 
institutional approaches. One is a newspaper cam- 
paign pitched to driver safety. Illustrations chal- 
lenge readers to spot the driving hazards. The third 
is sponsorship of four Sunday afternoon telecasts 
of the New York Philharmonic series of children’s 
concerts hosted by Leonard Bernstein. 

It’s difficult to gauge the results of the unique ad 
series. Certainly Shell is pleased with them. And 
hundreds of letters requesting reprints are indicative 
of readership. 

“I don’t think we intend to do a readership study 
on this series,” says Bigger. “People who read these 
magazines read them from cover to cover.” 

Future plans? Shell plans to bind all the ads 
into a package, which will be available upon re- 
quest after the first 12 have been published. And 
the campaign might be extended to other maga- 
zines. * 
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AUTOS DRESS UP 
FOR SPRING... 





When spring arrives, motorists give more attention to 
the care and appearance of their automobiles. To tune 
up and dress up their cars—they turn with confidence to 
the automotive products packaged in metal cans. 

For today’s motorists are convinced the canned prod- 
uct is the better product. They favor these products with 
trust and brand loyalty, certain of the quality protected 
within metal containers. 

By putting your automotive products in cans, you 


March, 1960 + NATIONAL PETROLEUM NEWS 





reap the full advantage of this broad consumer prefer- 
ence. And you'll find the best source for the best con- 
tainers is the leader and pioneer in this field—American 
Can Company. You can depend on Canco to deliver the 
kind of container your product deserves! 

New way to increase business! A new publication, 
“The Profit Prompter,” reveals an» easy, inexpensive 
way to boost service station volume. Ask your Canco 
salesman for a copy. 


New York + Chicago 


New Orleans + San Francisco 
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Merchandising Memos... 





Shell Oil has cooperated with 
New York University’s Center for 
Safety Education in production of 
a second film strip. The strip 
teaches driver safety by challeng- 
ing the viewer to spot traffic 
hazards shown in brief scenes. 


SHALL I FILL 
"ER UP, SIR? 


At the same time, Shell Oil has 
announced its sponsorship of three 
Sunday afternoon broadcasts of 
the New York Philharmonic 
Young People’s Concerts. The 


programs are video taped at 
Carnegie Hall with Leonard Bern- 
stein as host and narrator. 


Jersey Standard is now picking 
up the tab for the acclaimed “Play 
of the Week” television series on 
New York City’s WNTA-TV. The 
major is sponsoring the two-hour 
dramatic series for 13 weeks (be- 
ginning Feb. 8) under a stated 
“hands-off” policy. The series, 
though acclaimed by critics, was 
about to fold for lack of sponsor- 
ship when Jersey stepped in. 


&Sohio’s newest merchandising 
gimmick has gone to the heads of 
many of their dealers—at least 
those wearing Day-Glo caps. It’s 
hard to miss seeing the caps, 
made in “Saturn Yellow” and 
other colors by Lion Uniform 
Inc. 


The Sohio billboards plugging 
Boron have won the H. H. Packer 
Award for outstanding outdoor 
art. Medium is a 24-sheet cartoon- 
style poster. 


>A 17-min. film from Lincoln 
Engineering Co., St. Louis, out- 
lines consumer complaints against 
dealers. A mock trial has a fic- 
titious dealer defending himself 
against the charges. Called “You 
the Jury,” the film has been pur- 
chased by several majors (first 
print free) and at least one has 
put its own byline on the titles. 


Both Mobil and Standard Oil 
of Ohio will continue to barrage 
the small boat owner market with 
free and low-cost literature this 
year. 


> Advertising’s Printer’s Ink 
quotes a woman reader who wants 
majors to supply regular women 
customers with a windshield stick- 
er. The reader feels that women 
could then visit the company’s 
station restrooms on the road 
“without feeling as though we 
should buy something.” (!) 


Dealers of Carter Oil Co. are 
being told that customers should 
not be encouraged to use canned 
additives in motor oil. 

















WESTINGHOUSE BULB 


BONUS 


FREE! PEGBOARD MERCHANDISER 


DEALERS GET 





with every new Profit Builder PB-150 Factory-Packed assortment of Westing- 
house auto bulbs. Every PB-150 assortment contains 10 free #67 bulbs. The $5 1038 30 
$2.00 received from the sale of these bulbs pays for the merchandiser. 57 1073 10 

150 fast moving Westinghouse factory-tested auto bulbs in new See-Thru 63 1129 10 
packs for easy access, visual inventory. 19” X 24” Pegboard merchandiser, 67 1154 20 
modern finish, 12 hooks; mounts on wall in lube room or display room. $2.00 89 1158 10 
value. SPECIAL DEALER PRICE 


LAMP* QUANTITY LAMP* QUANTITY 














*Types represent 80% of the market demand. 
e 

Call your Westinghouse Lamp Supplier or Write: WESTINGHOUSE LAMP e 

DIVISION, Westinghouse Electric Corporation, Bloomfield, New Jersey. YOU CAN BE SURE... iF ITS es 1] n Oouse 
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REPORT 


ON FUELING REQUIREMENTS: 


From Gorman-Rupp this past year has come a group of new pumps which 
have dramatically increased delivery rates for petroleum products. In case 
you have not learned about the more important of these units and the per- 
formances of which they are capable, we list them below. For full details of 
these plus other Gorman-Rupp Centrifugal Pumps, write today for new 
literature or see your nearby Gorman-Rupp Petroleum Distributor. 


THE GORMAN-RUPP COMPANY 


305 Bowman Street Mansfield, Ohio 
GORMAN-RUPP OF CANADA, LTD., ST. THOMAS, ONTARIO 





STANDARD TODAY'S 
ONE YEAR AGO REQUIREMENT 


For this requirement, 
Gorman-Rupp offers 


= 


i 
MARKET 
l 
| 
| 
! 
| 
| 
| 
| 
| 
| Model O6D-G. Self-priming 
| 
! 
! 
| 
! 
| 
| 
! 
| 
| 
| 
! 
| 


i 





Jet 


Transport 600 GPM 


1000 GPM 


centrifugal. Midship mount. 


® 


Model 03H1. 
Self-priming centrifugal. PTO. 


Executive 
Aircraft & 
Feeder Line 


15-50 GPM =: 15-300 GPM 


Bulk | 
Station 200 GPM 


400-800 GPM | a 


Model O6B-B. Self-priming 
centrifugal for motor drive. 


Home ! | 
Delivery 70GPM : 100GPM : 
—Fuel Oi : ) 


Model 02F3. 
1  Self-priming centrifugal. PTO. 
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Look—no tanks. Jobber Larry Setzer buried them to save money, increase efficiency 


How Underground Tanks Helped 
a Jobber Save on His Plant 


Jobber Larry Setzer cut his investment in facilities many ways 
when he built his new bulk plant. The key was burying his tanks 


HEY’RE BURIED TO SAVE MONEY. It’s that sim- 
ple, says jobber Larry Setzer of Camp Hill, 
Pa. and it pays off in greater efficiency, too. 

Underground storage ordinarily goes in only to 
comply with local zoning requirements. But Setzer 
did it by choice. 

His Setzer Petroleum Co. is a Richfield gasoline 
and heating-oil jobbership, moving 5-million to 6- 
million gal. of product annually to 70 gasoline ac- 
counts and 1,700 heating-oil accounts. From 1937 
until a year ago, storage was in horizontal above- 
ground tanks. 

It still would be, if the state hadn’t needed the 
land for a highway. Setzer had to move about 400 
ft. down the block. Given the chance to build anew, 
he had five specific improvements he wanted to 
make. Here’s how underground storage helped him 
make them all: 

1. Cutting evaporation losses. “At our old plant,” 
Setzer says, “our loss on gasoline averaged between 
0.5% and 1% a year. That’s about 1,200 gal. a 
month or 14,400 gal. a year. At today’s tank-wag- 
on price, evaporation was costing us about $2,100 
a year.” With tanks in the ground, where they 
can’t be affected by sun and heat, Setzer figures 
he’s saving that amount. “The way I figure it,” 
he says, “the money saved by cutting evaporation 


losses will about pay for the new equipment at the 
plant in 10 years.” 

Setzer is sure his tanks will stand up under 
ground. Each of the six tanks was asphalt coated 
by the manufacturers. “We gave them another coat 
before we put them in,” Setzer adds. 


For added assurance that tanks would last 
many years, Setzer had the earth tested for rock 
and electrical current before going ahead. In dig- 
ging one large trench for all tanks, he came across 
clay. “We put the tanks on a bed of cinders and 
then backfilled with clean earth,” he says. Mechan- 
ical tamping firmed the fill around the tanks. 

2. Cutting Building Costs—“By going under- 
ground we saved several thousand dollars by not 


LARRY SETZER 
‘At today’s tank-wagon price, 
evaporation was costing us 
about $2,100 a year. The money 
saved on evaporation by put- 
ting the tanks underground will 
pay for the new equipment at 
the plant in 10 years.’ 


\ 
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Refueling trucks at the rack saves Setzer $800 investment 


having to build a concrete or earth firewall around 
aboveground tanks,” Setzer says. Had it been an 
earth wall, Setzer would have had to pay to have 
the material brought in. 

Setzer trimmed storage capacity of his new plant 
to save money. At the old plant, he had seven 25,- 
000-gal. tanks—two for regular gasoline, three for 
No. 2 oil, and one each for premium fuel and kero- 
sine. At his new place, he has six 20,000-gal. 
tanks—two each for regular and No. 2 oil and one 
each for premium and kerosine. 

“I don’t need any more storage,” he says. “I’m 
only about five miles from the Sinclair pipeline 
terminal at Mechanicsburg and I bypass my plant 
on 50%-60% of my gallonage.” When Setzer 
started up in 1937, he needed more storage because 
he didn’t bypass his plant and his supply situation 
was not as favorable as it is now. Sinclair put in 
the pipeline and pipeline terminals in the 1940s, 
and now feeds product into Mechanicsburg through 
the new Laurel Line. 

In putting in his new loading rack, Setzer tap- 
ped into the gasoline line going to the loading arm 
and installed a small meter, hose and nozzle to re- 
fuel his retail trucks. That eliminates a second stop 
at some other place in the yard to refuel. “Doing it 
this way,” Setzer says, “saves me a 2,000-gal. tank 
and a dispensing unit. Otherwise we would have 
spent about $800 more.” 

3. Lowering Maintenance Costs—Tanks are no 
longer exposed to weather. “We used to paint 
tanks, supports, piping, the metal warehouse and 
the pumphouse every two or three years at a cost 
of $500-$800 each time,” Setzer says. Now piping, 
like storage, is underground. The metal warehouse 
has been replaced by a new office-warehouse (30x- 
120 ft.) made of cinderblock, with red brick facing 
on the office portion. All doors, windows and sash 
are metal (mostly aluminum) so there’s no need to 
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Gravity unloading eliminates pump-off equipment 


paint. The pumphouse has been eliminated. 

4. Saving Unloading and Loading Time—Setzer 
trimmed transport unloading time by more than 
50%. His 4,500-gal. rigs dump product directly 
into storage through 4-in. hose and lines in about 
25 minutes. At his old plant, power unloading 
through 3-in. lines took about an hour. Time 1s 
saved without any additional investment in pump- 
ing-off equipment. 

Loading is now done by power at 240 gpm, while 
it was done by gravity at about 100 gpm at the 
former plant. 

To get that speed, Setzer uses a remote pumping 
system that includes Red Jacket submersible pumps 
(P500H3-2K units). Hence no pumphouse. There’s 
a Red Jacket unit, including a 5-hp motor, on each 
3-in. product line to the rack. By doing it this way, 
Setzer uses four pumps for six tanks instead of six 
pumps. One Red Jacket unit handles product from 
two regular gasoline tanks; a second unit handles 
No. 2 oil from two tanks. 

To eliminate all flow restriction, piping at the 
new plant has no elbows or tees. “We bent all our 
pipe so we wouldn’t have to use any,” Setzer says. 

Other equipment at the rack includes 3-in. 
Granco meters with ticket-printing heads, Ever- 
Tite strainers, Wheaton Brass 3-in. loading arm, and 
Mueller Electric grounding system. The rack floor 
is a steel grid, less risky in icy weather. 

Setzer can load any product on either side of the 
dock, since loading arms turn a full 360 deg. Lines 
at the rack are color coded for identification: red 
for regular, red and white for premium, yellow 
for No. 2 and blue for kerosine. 

5. Cutting Down Risk— With tanks under- 
ground and deliveries made directly into this stor- 
age, Setzer says he has cut down on the chance of 
feeding product into the wrong tank. For the 
yardman, there are no manifold valves to check or 
reset every time a different product is brought in. 
Setzer’s own transport drivers know the locations 
of each product unloading spot—directly over the 
tank and color coded. Drivers for common-carrier 
transporters are guided to the proper unloading 
spots by the yardman. 

As an extra dividend, Setzer says, it’s easier now 
to take product inventory. There are no tanks to 
climb; it’s all done from the ground. Nor is there 
any investment in tank gages. s 














m | 
Whiteway NM oor WING-LUME FIXTURE 
B DEDICATED 10 QUALITY AND SERVICE 


HUNDREDS OF CUSTOM LIGHTING COMBINATIONS FROM ONE BASIC FIXTURE 


REDUCE YOUR LIGHTING COST x™ RM WITH WHITEWAY’S GULL FIXTURES 


MOST VERSATILE ISLAND LIGHT 
ALL OF THESE FEATURES ARE IN ONE 
ATTRACTIVE LIGHTING SCHEME. 

* Illuminate island 

¢ Floodlight the island approach 

e Attract motorists at a distance 

¢ Illuminate the building 


COMPLETELY ADJUSTABLE TO YOUR NEEDS FOR 
REMODELING OR BUILDING NEW STATIONS. 








EACH FIXTURE HAS THESE QUALITY FEATURES: 


Strong, sturdy cast-aluminum bracket 
Adjust to almost any angle 


* Each fixture rotates clockwise or counter 
clockwise 


* Raises or lowers in vertical direction 


Water-clear lens 

Choice of type lamps 

Hinged aluminum doors 

Two coats of baked, exterior enamel 

New watertite gaskets 

Aluminum outer case and reflectors 
Curved reflector for greater spread of light 


FROM A COMBINATION OF THREE SIZES—FOUR, 
SIX AND EIGHT FOOT FIXTURES MOST ANY 
LENGTH UNIT CAN BE OBTAINED. 


WHITEWAY MFG. CO. ¢ 1736 DREMAN AVE. « CINCINNATI 23, OHIO 


6 Reese wi _ BRAMBLE 1-2760 © CLEVELAND, OHIO, MAIN 1-7151 o» CHICAGO, ILL., 

BRANCH OFFices: ‘WABASH 2.4048 Fey ENVER, COLO., TABER 5-7205 fe DETROIT, MICH., VERMONT 5-8696 
* FT, _LAUDERD: JACKSON 3-4090 @ KANSAS CITY, MO., JACKSON 3-1544 » MOUNTAIN 

LAKES, N.J., NE ELA, 4-2566 @ SAN JOSE, CAL., ESSEX 7-0308 @ TULSA, OKLA., LUTHER 5-5955 
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Research 


How Tidewater Views the ‘60s 


fpr SOARING SIXTIES—that’s Tidewater’s posi- 
tive picture of the next decade’s sales potential. 
A series of meetings throughout the eastern district 
has sold the idea to field sales personnel. 

A 30-man marketing task force, headed by R. 
G. Reed III, barnstormed its way through ener- 
getic sessions in Boston, Richmond, Va., Phila- 
delphia, and Rye, N.Y. Their aim was to brief field 
people on the plans worked out at the home office 
and to present a statistical picture of the promising 
60s. 

Reed was assisted by Tidewater’s key staff mem- 
bers in the eastern division representing all facets 
of marketing from credit cards to service-station 
expansion. An unusual angle was the appearance 
of Reed's public-relations director, J. F. Gow, who 
explained the functions of his department and how 
they could be applied in the districts. Host of 
each session was the district marketing manager. 

At each of the four meetings, Reed opened 
with a brief review of the division’s accomplish- 
ments in 1959. He pointed out Tidewater’s 15% 
boost in gasoline sales, comparing it with an in- 


dustry rise of 4.9%. He touched on expansion, 
evidenced by the acquisition of Delta Oil and Coast 
Oil. A high point was the announcement of com- 
pany earnings of $25.5-million. 

But the part of Reed’s talk stirring the most 
interest was his breakdown of what the ’60s prom- 
ises. This includes a 20% population increase, a 
jump in gross national product from $465-billion 
to $740-billion, and a national labor-supply in- 
crease to 87-million by 1970. 

He also forecast an 83% increase in “discre- 
tionary spending power” bolstered by a 65% in- 
crease in public spending for oil and gasoline. He 
pointed out that a record 9.4-million passenger 
cars would be produced annually by 1970, with a 
total of 90-million vehicles on the road. 

Reed referred to the $19-billion spent on car 
upkeep in 1958 and saw this climbing to $33- 
billion by 1970. He broke this figure down into 
$18.5-billion for gasoline and oil; $7.25-billion 
for repairs, lube, wash and storage; $4.25-billion 
for TBA; $2.5-billion for insurance; $500,000 for 
tolls. 





Jazzing Up a Sales Session 


ROCKETS, spacemen, and phony professors were just 
a few of the unusual ingredients Tidewater used to 
season its field briefings. Under the direction of D. 
Y. McCoy of retail sales, the presentation was 
polished into a slick attention-getting seven hours. 
Tidewater contracted with Jack Morton Produc- 
tions for a script, actors, costumes, props, and light- 
ing. Four skits were spaced between speakers. Most 


illustrated the wrong way to make a sale. A station 
attendant spat on a windshield he was cleaning, 
stained a customer’s pants with a carelessly handled 
dipstick. 

An imaginary rocket trip to “Planet 100 Plus” 
provided continuity for all the skits. Reed was intro- 
duced as the ship commander, the audience as the 
crew. Sound effects and slides backed up the idea. 
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White gives you a 
Competitive Edge because... 


®BYour WuHIrTE is custom-engineered to the exact 
needs of the hauling job you want it to do. 


@ Waite’s leadership in advanced design and pro- 
gressive innovations gives you the biggest payoff 
in both payload and performance. 








@ Your WuitTE is a protected investment, built for 
long, profitable life—with no artificial obsolescence. 


@ WHITE’s insistence on quality and craftsmanship 
pays off in low maintenance and operating costs, 
year after year. 


@Your WHITE is backed by a nationwide service 
organization—specializing in heavy-duty trucks. 














This ultralight 4400TDL 
sets new profit-standard 
for petroleum haulers 
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This ultralight WHITE 4400TDL is built with heavy-duty components to haul up to 80,000 Ibs. GCW. 


Pulls 1100 Ibs. more payload. Because WHITE has 
engineered that much weight out of the chassis. 

You’ll find heavy metals only where they’re 
needed. We’ve used strong, lightweight alumi- 
num and fiberglass everywhere else . . . even 
in parts of the power-packed diesel engine. 


WORLD LEADER IN HEAVY DUTY recs @@® 


There isn’t a lazy, unprofitable pound anywhere! 
Just lean, rugged, hard-working muscle. 

One more reason why WHITE gives you a 
competitive edge in petroleum hauling. 


Tue Wuite Moror Company, CLEVELAND 1, OxI0 
Branches, distributors, dealers /n all principal cities 


.60 YEARS OF LEADERSHIP 


WHI ITE 
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More light power with lower costs 


For years NPI has served the varied 
NWEON FP HRODVC'rs needs of both the largest and smallest 
petroleum products marketers. Consis- 
tently, the demand for top quality signs 
K.ima A, Ohio U.S.A. with years of trouble-free use built into 
them has been met. In addition, the ca- 
Originators or pacity to deliver on schedule, without 
PLASTILUX® Signs fail, has established NPI as the most 
reliable supplier of illuminated filling 

station signs. 


INCORPORATED 


We operate —_ filling stations. Please have The services of a Signvertising® Engi- 
a Signvertising Engineer call. neer to help you modernize your entire 

sign program are available with no obli- 
NAM gation. Just use the coupon at the left. 


TITL 
WRITE TODAY — Use this coupon to*get 
COMPANY. the services of a Signvertising” Engineer 


REE Ta I ya No obligation. 
CITY. 
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By DONALD MacDONALD 


New central hydraulic 
system is coming, with 
sizable fluid market 


‘TARGET DATE for production of a 
‘cemtral hydraulic system on cars now 
‘appears to be the fall of 1961. Fluid 
‘specifications were hammered out re- 
cently at the meeting of the Society 
of Auiomotive Engineers (SAE) in 
Detroit. 

Now that the specifications have 
been decided, full-scale testing on 
proving ground and road will go 
ahead. 

A central hydraulic system is a 
method of operating a variety of me- 
chanical devices on a car from one 
central power source. It’s like a con- 
ventional electrical system, except that 
power comes from a pump rather 
than from a generator. The power, in 
the form of fluid under pressure, is 
stored in an accumulator. 

A First Step—The first versions, 
which will be offered on luxury cars, 
are expected to be evolutionary, in 
that they will not operate all possible 
devices. Engineers ultimately envision 
a single system for brakes, steering 
gear, windshield wipers, hood and 
deck lids, seats, windows, convertible 
tops, starter, fuel pump, automatic 
transmission and suspension leveling. 

Accumulator designs are in exist- 
ence that would permit prolonged op- 
eration of accessories used when the 
engine is off. For example, 70 average 
brake stops can be obtained from one 
complete charging with a 40-cu.-in. 
accumulator. 

A source of high hydraulic pressure 
opens new vistas in brake design. 
“Full power” hydraulic brakes are 
now used on most aircraft, but on 
only one car, the French Citroen 
DS-19. When you apply such brakes, 
you release pressure from the accu- 
mulator, which forces fluid to the 
brake shoes. Your foot doesn’t build 
up pressure as it depresses the pedal; 
the pressure is there the instant you 
hit the brake. This results in very fast 
reaction time. 

What’ll It Cost? — According to 
Thomas H. Risk, manager of special 
projects for Ford division of Ford 
Motor Co., there should be no in- 
crease in the total cost of a car in- 


corporating this system. “You couldn't 
do it any better any cheaper,” he says. 
Accessories hooked into the system 
would be charged for as usual. 

At the Autolite Co. in Toledo engi- 
neers have a system in “very advanced 
developmental form.” This is prac- 
tically the same as saying that a cus- 
tomer is needed next, permitting de- 
signs to be made for a specific car. 
Autolite gives inclusion of the trans- 
mission in the forthcoming systems 








Automotive 


only an outside chance. 

Chemical and oil companies have 
kept pace in fluid development. Since 
each car will require between one 
and 2% gal., depending on acces- 
sories, it represents a sizable market. 

The companies envision a drain in- 
terval about the same as is now speci- 
fied for automatic transmissions. 
(First, however, 14 states with brake- 
fluid statutes must change them to fit 
the new material.) 





DIAL ANY FLOW INSTANTLY 


with new BLACKMER VARI-FLO PUMPS 


One Speed — Any Flow Rate! Just a turn of the dial, and the Vari-Flo 
delivers exactly what you need . . . as you need it. Essentially, the Vari-Flo 
is a highly efficient vane-type pump with a simple means for changing its 
displacement to vary delivery from zero to full capacity while running at 


constant s 
evacuate 


ed, Without changing rotation, it can even reverse its flow to 
ischarge lines after shutoff! The need for costly variable-speed 


drives is completely eliminated. With Vari-Flo, you change pump displace- 
ment — never the speed. Truly the most versatile of all pumps, the new 
Blackmer Vari-Flo offers unique solutions to countless pumping problems 
requiring quick or accurate control of liquid flow. 


VARI-FLO makes epevonee 
easy and economica 


The development of the Vari-Flo pump 
provides a new approach to simplified 
liquid proportioning. Typical applica- 
tions for Blackmer proportioners cover 
a wide range of liquids and processes 
including the blending of fuel oils, as- 
phalt, gasoline, lube oils, solvents, waxes, 
chemicals and many others. The low first 
cost of such an installation, coupled with 
its ease of installation and maintenance, 
can effect remarkable savings over 
the complex equipment that was once 
required, 


» 
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FREE CATALOG 
AND ENGINEERING ANALYSIS 
For complete information, 
write for Bulletin GOO. 
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BLACKMER 


VARI-FLO PUMPS 





LET YOUR METER 











Accurately Measures Everything from Crude Oil to Finished Products without Manual Attention 


NEW ROCKWELL 
For Pipeline Control, Barge 
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DO YOUR THINKING 
when viscosities change! 


Automatic Correction For 
Viscosities 


In this exclusive design a token amount of filtered 
line fluid is bled to a compensator which corrects 
measurement by applying a varying resistance on 
the turbine rotor directly proportional to the vis- 
cosity of the product being measured. 


Low Drag, Air Foil Rotor 


Measurement is accomplished by a low drag, air 
foil ‘turbine rotor which revolves quietly on ball 
bearings. With it higher rates of flow are possible— 
up to 15,000 bbls per hr. in the 16 inch size— 
as much as 50 per cent greater than comparable 
size positive displacement meters and with accur- 
acy, repeatability and reliability unmatched in any 
other design. These characteristics have been proved 
by testing against positive volumetric and gravi- 
metric standards. 


Compact and Lightweight 


The Turbo-meter is no larger in diameter than pipe 
size. Its length is less than three pipe diameters. 
Compared to other meters it weighs much less. 


CONTINUOUS SAMPLER 
BLEED WINE TO 
VISCOSITY COMPENSATOR 


UPSTREAM DIFFUSER Viscosity MECHANICAL 
SECTION COMPENSATOR COUPLING 


Longer Life—Lower Maintenance 


Due to the light weight of internal parts which turn 
freely on enclosed, lubricated bearings, extended 
life is assured, and uniformity of meter factor is 
accomplished. Head loss is negligible. Maintenance 
is minimized and alignment is flexible. 


What Does It Cost? 


You can buy these improved design meters for less 
than half the cost of comparable sized displacement 
meters. You’ll save, too, on shipping, installation 
and servicing. Write today for bulletin OG-417, 
Rockwell Manufacturing Company, Pittsburgh 8, 
Pa. In Canada: Rockwell Manufacturing Company 
of Canada, Limited, Guelph, Ontario. 


TURBO-METERS 


ROCKWELL’ 





DRIVE SHAFT TO 
MECHANICAL REGISTER 


SWITCH FOR 

ELECTRICAL DOWNSTREAM 
ROTOR REGISTRATION MAGNETIC OWFUSER 
ELEMENT (OPTIONAL) COUPLING SECTION 


TURBO-METER 


Loading, Custody Transfer 
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How Sohio Is Experimenting with 


ee oil co. of Ohio is experimenting 
with various phases of motor tuneup, prelimi- 
nary to what could be its third entry into this field. 
Sohio is trying to find the proper combination of 
parts, testing equipment, training and service sta- 
tions to give its dealers the best chance to earn addi- 
tional income. 

Pitfalls that caused the failure of two previous 
attempts at tuneup service are being avoided. Back 
in the early 1930s Sohio fires began offering more 
complete service at its stations. The stations were 
fitted up with elaborate facilities such as engine 
dynamometers and gasoline analyzers. 


“Our ideas, then, were just too far out in front,” 
says Mel Marsh, manager of TBA sales and the man 
in charge of developing the present program, “so 
they didn’t catch on.” 


The Importance of Retraining 


After World War II Sohio tried tuneups a second 
time, with panel-type equipment. “This fell by the 
wayside because of lack of retraining,” Marsh be- 
lieves. “The equipment was good—too good and 
too elaborate. Service-station personnel were not 
trained and retrained adequately to make profitable 
use of it.” 

“Now we know that to be successful with tune- 
ups, you must, first, start with a person who has 
high mechanical aptitude. We know, further, that 
you will have to train and retrain the dealer be- 
cause tuneup practice changes rapidly. 

“And you had better have testing equipment 
that is simple to operate and that can withstand 
being hit by an automobile because, like or not, 
that’s what’s going to happen to it.” 


Not for All Stations 


Before Sohio formulates its revised policy on 
tuneups, it will seek answers to four questions: 

@ What stations ought to offer tuneups? “We 
know there are station sthat are too small to do 
tuneup work without having it impinge on their 
bread-and-butter line,” says Marsh. “As to com- 
pany operations, we won’t put our program into 
any one-bay stations.” 

“We know there are stations that have such a 
large volume of gasoline and oil business that tune- 
ups would hinder more than help their income. 
Some three-bay stations may be too large to try 
tuneups. We won’t know where the good middle 
ground is until we have had a chance to experiment 
with the idea further.” 

e@ What line of replacement parts is the best for 
tuneup service? “We have looked at United Mo- 
tors Service and they certainly offer a good pro- 
gram,” comments Marsh, “but we haven’t seen 


Coming up soon ts: a 4 
pirat as a 


Preliminary ¢ nentson 
brake service are under way 


Autolite’s new line, and there are several Eastern 
suppliers we'd like to consider.” 

@ What testing equipment to use. “We will use 
an Atlas Dynavision oscilloscope manufactured by 
the Heyer Co.,” says Marsh. 

e How to train and retrain station personnel. 
“We are convinced retraining is an absolute neces- 
sity, but we don’t know whether the intervals be- 
tween retraining ought to be three months, or six 
months, or what,” says Marsh. 


At the moment Sohio is helping its dealers ar- 
range to take training programs offered by sup- 
pliers. A possibility is that Sohio will eventually set 
up its own program, “though we’re not certain our 
own training people have sufficient mechanical abil- 
ity to teach the dealers,” Marsh adds. 

Sohio now contemplates that its tuneup service, 
when it comes, will include lubrication checks and 
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Tires—Batteries—Accessories 





Tuneup and Brake Service 


as 
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oil-filter changes. It will include the usual ignition- 
system checks, up to replacing of coils, but not 
going beyond that point. 

It will also include fuel-pressure checks and car- 
buretion checks, but not carburetor adjustments or 
parts. It will include checks of thermostats and 
brake service, if the proper combination can be 
found. It will not include major overhauls. 


Brake Service Trials Coming Soon 


As to brake shoes and brake service, Sohio is 
looking at various parts suppliers, testing—equip- 
ment manufacturers and training programs, but has 
not settled on any one yet. 

“We believe, with all due respect to these fine 
manufacturers, that we can contribute as much to 
a proper program for service stations as they can. 
One brake supplier, for example suggested that 
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THREE TUNEUP MUSTS: mechanical talent, top training and steady retraining, and simple and durable testing equipment 


every dealer carry a stock of 744 different brake 
shoes used on current-model cars. Obviously that 
manufacturer doesn’t know much about the ser- 
vice-station business,” Marsh adds. 


Mistakes to Avoid 


“Whatever we wind up with will be simplified 
as much as possible,” says Marsh. “It will include 
training and retraining. Even today, too often 
equipment is put out in the field and dealers then 
allowed to dangle. That’s one mistake we'll cer- 
tainly avoid.” 

At present some 20 Sohio stations over the state 
are experimenting with tuneup service. “After we 
formulate our policy for company stations,” says 
Marsh, “the divisional sales managers will have the 
option of adopting tuneups, or not, for their areas. 
Until then we’re just looking.” a 





Glohe-Union’s 16 strategically located plants say: 


WELCOME NEIGHBOR! 


Never more than a handshake away— they tailor national distribution to local economy 


Globe-Union’s neighborly hand stretches across 
the entire country, promoting national battery 
distribution at low, local-level prices. Globe’s 16 
strategically located plants assure you faster 
service .. . lower freight costs. You can always 
be sure there’s a Globe outlet “right around the 
corner” — whether you’re near the Pacific or in 
the heavily populated northeast. 


SPINNING POWs, 


Stir-secomp stantin® 


GLOBE-U 


And no sacrifice of quality in battery manufac- 
turing, either. Identical processes utilizing the 
most modern equipment are employed in EACH 
factory. This means Globe-Union products and 
service are uniform, Whatever your battery re- 
quirements may be — large-volume original 
equipment or for regional distribution — you will 
find Globe-Union service first, fastest and finest! 


ION INC. 


MILWAUKEE 1, WISCONSIN 


If it’s Petroleum-powered there’s a GLOBE-BUILT BATTERY right from the start! 
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By FRANK C. STURTEVANT 


How Consumers Spend 
... Tuneups on Credit 


... Tire Ad Come-Ons 


WEAK SELLING, or no selling at 
all, is often cited as the reason why 
second-line tire and battery volume 
is running to such a high percentage 
of the total. Maybe you can give 
your dealers a shot of selling courage 
by passing on some figures on con- 
sumer economics. 

Indeed, some basic statistics on how 
people spend their money might stiffen 
dealer attitudes toward their custom- 
ers in general. For it’s only too true 
that dealers are exposed to a lot of 
depressing influences on the price 
front. Either a customer is stretching 
out the oil-change and lube interval, 
or staving off plug, filter and other 
replacements beyond the point of 
safety, or asking if he can’t pay Sat- 
urday because he’s a little short now. 

Never believe that’s a sign he’s 
broke. It’s just a form of automatic 
consumer reaction. Why not tell your 
dealers to quit feeling sorry for the 
consumer? He’s really a pretty good 
spender. Get a copy of the U.S. De- 
partment of Commerce Survey of Cur- 
rent Business. The issue for July 1959, 
called the “Current Income Number,” 
shows how the consumer throws his 
money around. 

In one full year consumers spent 
$17.2-billion on their automobiles. 
Gasoline and oil took $10.5-billion, 
and the rest went for repairs, TBA, 
washing, parking and other services. 

Sounds impressive. But in that same 
year consumers were able to scrape 
together $24-billion to spend just on 
fun: $9.2-billion on liquor, $6.3- 
billion on tobacco, $1.9-billion om 
jewelry, $1.9-billion on boats and 
sporting goods, $3-billion on radio and 
television sets, $1.7-billion on ball 
games and shows. So who’s broke? 

This aspect of our economy has 
existed for many years. It’s nothing 
new. What’s strange is that dealers 
waste sympathy on the “poor con- 
sumer.” Why not remind dealers that 
for every $1 the car owner spends 
on car operation he also spends an- 


other $1.40 just to enjoy himself. 

If the dealer can keep that thought 
in mind, perhaps he can persuade the 
next customer to buy something bet- 
ter than the cheapest battery in the 
station. 


> Humble Oil Co., going along with 
the current trend, will now accept 
credit-card charges for motor tune- 
ups, including any replacement parts 
supplied. The amount is limited 
though, to a maximum of $25. 


> Tire advertising carried in local 
newspapers is still a sorry collection 
of efforts to fool the public. Perhaps 
no one really expected that the Fed- 
eral Trade Commission would bring 
about a reform wave. 

A quick review of recent trends 
does show that the misleading brand 
names for second-line tires are no 
longer used. And often if a guarantee 
is offered, the basis for adjustment is 
stated somewhere in the ad if you 
want to look around for it. That much 
FTC accomplished. 

But it’s easy for tire companies and 
tire dealers to fool the public just by 
manipulating large and small type in 
their ads. Flagrant examples were 
used by a number of companies last 
year in which alleged price reductions 
were printed in such a way as to 
make them look like the actual sale 
prices of the tires. 

One series of ads (for Goodyear 
tires) ran in many cities carrying 
phrases like this adjacent to tire il- 
lustrations: “Save approximately $6.90 
per tire.” The $6.90 was printed much 
bigger than the rest of the phrase, 
so the casual reader got a first im- 
pression that $6.90 was the price of 
the tire. 

Or take the case of a large tire 
dealer who frequently ran copy bear- 
ing the names of several tire brands 
—such as Goodyear, Firestone—in 
large type, preceded by the phrase 
“compare with” in very small type. 

And more than one dealer adver- 
tised guarantee adjustments on the 
basis of printed list prices. Since tire 
list prices are never even close to 
true sale prices, that practice seems 
to flout the FTC idea of what’s hon- 
est advertising. 

For too long, tire advertisers have 
competed with each other to see who 
could think up the cleverest way to 
delude the public. By contrast the tire 
advertising of Sears-Roebuck is re- 
markably free from these shoddy 
practices. 

Tire people might well learn from 
the example of Sears, long cited as a 
leader in tire price-cutting. 
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for overhead or 
underground 

farm service tanks, 
skid tanks with 
hand pumps or 
power pumps 
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OPW 12 and 12-A 
GENERAL UTILITY 
PUMP NOZZLES 


No. 12 Hard wear-resistant 


bronze. 
No. 12-A Hi-tensile extra 


strength aluminum alloy 








with Silver-Lite finish. 


It’s the newest, most versatile of all 
utility pump nozzies—lets you fill up 
quickly, smoothly, with all of the easy- 
to-handie feeling that OPW builds into 
its Service Station Nozzles. The Nos. 12 
and 12-A have the strength, durability 
and long lasting service features found 
in all OPW Service Station Nozzles. This 
means full control, easy shockless clos- 
ing . . . no line hammer or bursting of 
fuel lines due to fast closing. 

These nozzies are equipped with alumi- 
num tubes, permanent type Teflon im- 
pregnated packing and corrosion-resist- 
ant, long wearing stainless steel stems. 
Working parts are machined to precise 
tolerances for more efficient service. 
Flow range is equal to OPW Service Sta- 
tion Nozzles, 


CORPORATION 


2735 Colerain Ave. 
Cincinnati 25, Ohio 


Kirby 1-5400 
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oil marketing management men use the NPN FACTBOOK 
the year around 


2.25 reasons why 


and why _syou can get year around coverage of information-seeking 
oil marketing management men with advertising in the 


1960-61 issue of NPN’s annual mid-May FACTBOOK issue 


Additives 

Advertising 

Annual Reports 

Associations, Directory of 

Automobiles 
Car breakdowns 
Car data forecasts 
Consumer expenditures 
Engine and lube data 
Foreign car tire sales 
Gasoline consumption 
Motor vehicle travel 
Registrations 
Service station trade 
Tires, batteries, accessories 
Two-car families 


Batteries 

Brand Names 

Bulk Plants and Terminals 
Number, by company 
Number, sales, ownership 
Planned expenditures for 
Storage capacities 
Water terminal directory 


Canada 
Brand names 
Company credit cards 
Distribution lineup 
Motor vehicle registrations 
Number of retail outlets 
Oil company personnel 
Product sales by customers 
Relations to U. S. 
companies 
Where companies market 
Capital Expenditures 
By oil companies 
Highways 
Marketing expenditures 
Oil and other industries 
Census Reports 
Bulk plants and terminals 
Farm oil expenditures 
Lube oil sales 
Service stations 
TBA replacement parts 
Transportation 
Commission Agents 
Number, by company 
Consumer Expenditures 
Cooperatives 
Credit Cards 


Crude Oil 


Diesel Oil 
Farm and tractor use 


Distillate Fuel Oil 
Canadian sales 
Prices 
Refinery yields 
Sales, by state and by use 
Supply-demand 
Equipment 
Directory and buyer’s 
guide 
L-P-Gas 
Oil heat equipment 
Planned expenditures 
Truck census 
Truck restrictions 


Farms 


Cooperatives 
Petroleum expenditures 
Tire sales 

Tractor sales by type 


Forecasts 


Gas industry 

Gasoline octane ratings 

L-P Gas market 

Lube oil consumption 

Motor vehicle registrations 

Motor vehicle travel 

Passenger car trends 

Retail trade 

Supply-demand 

TBA sales potential 
Fuel Oil 

Canadian sales 

Degree days 

Heating equ’ 

Prices 

Refinery y 

Sales by 

Supply-d 
Gasoline 

Brand n: 

Canadiar. 

Consume) 

Consumptu 

Farm and t. 

Marine sales 

Motor vehicle 

Octanes 

Premium grade sale. 

Prices 

Refinery yields 

Retail sales 

Supply-demand 

Tax la tes, collections 


Tax laws, rates, collections 
Highways 
Building program 
Toll roads 
Imports, Exports 
Jet Fuel 
Jobbers 
Associations directory 
Bulk plant ownership 
Number, by companies 
Kerosine 


Farm use 
Prices 

Refinery yields 
Supply-demand 


Legal Issues 

Liquefied-Petroleum Gas 
Equipment 
Farm and tractor use 
Pipeline capacities 
Sales, past and future 
Supply-demand 
Transportation 
Underground storage 


Lubrication 


Auto use 
Census sales breakdown 


Consumer > - Beorag 
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Population Forecast, U. S$. 


ihe GT @ ) All-paid, audited circulation 
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r Oj! Marketing Management 


A McGraw-Hill Publication 
330 West 42nd Street, New York 36, N. Y. 


Residual Oil 
Canadian consumption 
Prices 
Refinery yields 
Sales by use 
Supply-demand 
Retail Trade 
Consumer expenditures 
Credit cards 
Forecast: Retail trends 
Gasoline prices 
Number of stations 
Population projections 
Station building permits 
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tures 
Station dollar sales _ 
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Stations on toll roads 
TBA sales 
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Service Stations 
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Supply-Demand 
Tank Cars 
Taxes 
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Oil company payments 
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Petelco gives you 

a complete line 

of prestige lighting units 
designed to meet today’s 

(and tomorrow’s) sales problems 


A New HIGH in Quality and Service 
at New LOW Prices 
Make any station a 1960 model! 





ETELCO.... 


2640-C ROOSEVELT ROAD + BROADVIEW, ILLINOIS 
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Plastic-skin panels, prehung doors attach to steel frame 


A RIVAL for the all-porcelain prefab station, long 
unchallenged, is on the scene at Bridgeville, 
Del. A high-gloss weatherable surface for the 
building is provided by two kinds of exterior skins 
applied to panel cores of corrugated aluminum. 


One form of panel skin is made from Du Pont’s 
“Lucite” acrylic sirup and fiber-glass reinforce- 
ment. Such reinforced acrylic panels, Du Pont 
claims, give high strength for their light weight, 
plus good gloss retention and resistance to color 
fading. 

An alternate skin used on some portions of the 
building consists of aluminum sheet coated with 
“Lucite” acrylic lacquer. For such acrylic surfaces, 
Du Pont claims color stability for at least 10 years, 
with excellent gloss and impact strength. 

Roof panels use a factory finish based on Du 
Pont’s “Hypalon” synthetic rubber, estimated to 
have a life expectancy of 20 years. 


It's a Product of Many Suppliers 

This new type of building was brought into being 
by the combined talents of a half-dozen firms. 

e@ Design engineering was done by American 
Metalcore Systems Inc., Baltimore. 

e@ The Macomber “V-Lok” steel frame, which 
features self-locking connections, is the product of 
Macomber Inc., Canton, Ohio. 

@ The curtain-wall and roof panels were fab- 
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Sun’s new station at Bridgeville, Del., has a high-gloss weatherable plastic surface said to rival porcelain finish 


ricated by Russell Reinforced Plastics Corp., Lin- 
denhurst, L.I., N.Y. 

e@ Corrugated aluminum panel cores and alum- 
inum sheets came from the Metals Div. of Olin 
Mathieson Chemical Corp., Baltimore. 

e@ E. I. du Pont de Nemours & Co. assisted in 
the development and testing of synthetic building 
materials. 

e@ Erection was supervised by Henry A. Knott 
Inc., Baltimore building contractor. 


One Week to Build 


Several factors enabled a crew of unskilled men 
to get the building up in a week. Fewer concrete 
footings are needed for the light overhead struc- 
ture. Footings were poured with the slab, and all 
concrete was in place by the end of the first day. 

Erection of the steel frame took one hour the 
following morning. Roof and wall panels, including 
prehung door and frame packages were in place 
four days later. 

The building can be disassembled and erected 
elsewhere with virtually full recovery of parts. 

Initial step in construction of the Bridgeville 
station was digging a narrow trench, three feet 
deep around the perimeter of the building. 

An insulated Olin aluminum panel with a syn- 
thetic rubber protective coating was developed by 
Ametco as a combination form and foundation 
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frostwall. These panels, weighing about 2% Ibs. 
per sq. ft., were laid horizontally in the trench and 
assembled by interlocking splines to form an auto- 
matic building template. Simple angle reinforce- 
ments at corners and column locations tie the 
panels together and furnish leveling plates for the 
steel columns 

At the eight column locations, anchor bolts from 
the leveling plate were projected down into an 
excavation about 2x2 ft. square, 3 ft. deep. 

Concrete work, in which the column sections 
were poured simultaneously with the slab, was 
completed in less than a day. 

The Macomber “V-Lok” steel frame weighed 
less than two tons for the 1,300 sq. ft. and was 
erected by four men in one hour. 7 

The sandwich panels comprising the curtain 
walls weigh 214 lbs. per sq. ft. have a nominal 
40-in. width and range from 8 ft. to 15 ft. high. 
Maximum clear span from floor to underside of 
steel girders is 13 ft. 8 in. Panels were tested to 
withstand windloads up to 80 mph without sup- 
ports other than the extruded aluminum edge- 
framing and connecting splines. 

Roof panels, spanning 8 ft. under heavy, live 
loading, reduce total deck and roof covering from 
a normal 15 to 20 Ibs. to less than 4 Ibs. per sq. ft. 
of roof surface. 

Savings of $350 to $600 a year are claimed in 
painting maintenance costs. * 
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Purolator filter Sales 
come easy... 


. . . With colorful ‘‘screamers"’ like these! 


@ An oil filter change gives your dealers a fast 
$3.00 profit (including the extra qt. of oil) 
... @ new air filter means an extra $4.00 
sale. So see that your dealers make filter 
changing a sales habit! 

@ Best way to push filters is a friendly dealer 
reminder . especially when colorful 
Purolator “‘screamers” are on display. Ask 


your Purolator supplier for free displays today. 


ALL SPRING colorful ads like these in LIFE 
...and THE SATURDAY EVENING Post... with 
a special promotion in the May 24 issue of 
Look magazine will help make motorists 
conscious of the importance of good filtration 
. .. conscious, too, of PUROLATOR quality. 


**Purolator’’ Reg. U.S. Pat. Off. 


The Standard Equipment Line 


PURQOLATOR 


OIL, AIR & FUEL FILTERS 


PUROLATOR PRODUCTS INC., RAHWAY, N.J.; TORONTO, ONTARIO, CANADA 
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Portable lift-truck 


. . . of improved design is offered in both 
manual-lift and battery-powered models. 
Design changes eliminate lubrication of 
mast channels, provide sealed fork-car- 
riage roller bearings, and repositioned 
control levers. American Pulley Co., 4200 
Wissahickon Ave., Philadelphia, Pa. 


Driveway signal 


. . « has all parts and a control switch 
enclosed by the bell on a 612x6-in. panel. 
Signal bell can be mounted wherever 
convenient since it needs not be level to 
operate. Unit works with up to 300 ft. 
of hose and has adjustable tone control. 
Aro Equipment Co., Bryan, Ohio. 


Hand lift-truck 


. . » provides a 4-in. lift of a 3,000-Ib. 
load with seven easy strokes of the bal- 
anced operating handle. Minimum pull- 
ing effort is achieved with smooth-faced 
wheels mounted on tapered roller-bear- 
ings. Yale & Towne Mfg. Co., 11,000 
Roosevelt Rd., Philadelphia 15, Pa. 
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Oil nozzle 


. . « for delivering lubricating oil to air- 
craft has a 13-in. one-piece tube with a 
positive shut-off non drip valve in its 
outlet opening. Inlet check valve elimi- 
nates hose draining. Kit available for 
converting older nozzles. Buckeye Iron 
& Brass Works, 324 E. Third St., Dayton 
1, Ohio. 


Highway tractors 


. with a choice of nine Cummins 
diesel engines, ranging from 170 to 335 
hp, comprise International’s improved 
DCO-405 line. Features are 54x4-in. 
front springs; ventilated, dust-free cabs 
with torsion-ride seats; repositioned con- 
trols and instruments; and wider use of 
aluminum to provide substantial weight 
reductions. International Harvester Co., 
180 N. Michigan Ave., Chicago 1, Ill. 


Tone squelch 


. . . Said to be of a new type, completely 
transistorized, is now available to users 
of General Electric’s TPL two-way ra- 
dios. New equipment contains no relays 
or electromechanical devices. General 
Electric Co., Communication Products 
Dept., Lynchburg, Va. 
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Two-plunger lift 





. of the frame pick-up type has no 
cross-member between the two separate 
swinging-arm assemblies. New lightweight 
arms pivot easily on milled-surface pivot 
ends. Rounded contours prevent tire dam- 
age when a car is driven over the lift. 
Rotary Lift C., 1054 Kansas St., Mem- 
phis 6, Tenn. 


Oil test kit 


. said to provide an inexpensive, quick 
and accurate way to compare oil samples 
with accepted standards. Results indicate 
presence of abrasive solids, water, fuel 
dilution or corrosive acids and detect 
faults in engine components. Lengor Inc., 
Townsworth Bldg., Box 126, Annapolis, 
Md. 
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Lube holster 


. . . holds and 2%-in. barrel lever gun 
and two standard 14'%-oz. refill car- 
tridges. Holster incorporates a rapid-ac- 
tion, self-locking clamp for holding 
grease gun securely. Provides one com- 
pact, lightweight assembly. Lincoln En- 
gineering Co., 4010 Goodfellow Blvd., 
St. Louis 20, Mo. 
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KENTUCKY 


Gashoy runes 9 


For every size consumer- 
commercial account. 
FRED H. TOWERY EQUIPMENT CO. 


1012 East Broadway 
Louisville, Kentucky 


NEW JERSEY 








BRILLIANT “DAY-GLO” 


GAS PRICE SIGNS 


LARGE SIZE: 
10” x 12” 





EMPRO PRODUCTS CO. 


357 Mclean Bivd., Paterson, N. J. 


NEW YORK 








EDWARD JOY ere 
905 Canal S$t., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOC 
Buckeye Valves, Tokheim Pumps, 
Wational Hose, ECO Tireflators 
Rectorseal Pipe Dope, Alr Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 





OHIO 





EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 

, _ Facto Sooreseatere for 
Westinghouse, O Lincoln 
Neptune, Hathoen, by Bo oy 

Air, oil, Hydraulic and Gas 
Hose and Coupling Service 
SALES—PARTS ENGINEERING SERVICE 











PENNSYLVANIA 





PAUL WAGNER, INC. 
Petroleum Maintenance & Equipment Sales 
OISTRIBUTORS FOR: Pumps & Equipment, 0.P.W. 
Valves and Fittings, jan- ive, Tilt. Rite Pumps, 
Whiteway Lighting, Saylor-Beall Compressors, Granco 
Pemps & ond National Hose, Red Jacket Sub- 

mersible Pumps. 
211 vanes 4 West, oe Oxford, Pa, 
MAdison 4-413 








E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA 
Engineering & Equipment 
BULK TERMINALS TRUCKS 
SERVICE STATIONS 
Member NAOEJ 








Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 
Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 
330 West 42nd St., New York 36, N.Y. 
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Wheel aligner unit 


. called the Portaliner consists of an 
attractive cabinet containing basic align- 
ment tools designed to brighten the serv- 
ice station and attract customer interest 
with its brilliant finish, door design and 
chrome trim. Bear Mfg. Co., Rock Island, 
iil. 


Utility bodies 


. have been redesigned for use on the 
1960 Ford chassis. New line has been 
lowered 2 in. to give unobstructed vision 
from the rear window of Ford’s cab. 


Available in %4-, %-, and 1-ton models. 


Reading Body Works, Reading, Pa. 





Waste oil drain 


. is a portable, 5-gal. unit with a wide- 
mouth funnel with screen topping a tele- 
scoping tube that automatically locks the 
funnel in any position from 4 in. to 70 
in. high. Finished in white enamel to 
complement Aro’s complete line of lube 
equipment. Aro. Equipment Corp., Bryan, 
Ohio. 


“Scott Dri-Tones”’ 


. is the name of new heavy-duty paper 
windshield wipers treated for high wet- 
strength. Two paper plies are easily sep- 
arated so that inner sides can be turned 
around to provide two new wiping sur- 
faces. Can be used with liquid cleaners. 
Scott Paper Co., Chester, Pa. 


sen 


All-car lift 


. called the Curtis Commando is a 
swinging-arm model said to permit faster 
spotting and lifting of virtually all cars 
and trucks, American and foreign, recent 
or older models. Pneumatic Div., Curtis 
Mfg. Co., 1905 Kienlen Ave., St. Louis 
33, Mo. 


<> 


PTO pump 


. . . especially designed for aircraft re- 
fuelers and hydrant carts has been added 
to the Gorman-Rupp line. The Model 
66C-G has a capacity range of 300 gpm 
to 600 gpm. Available in Aluminum or 
ductile iron, size 6x6 in., with Victaulic 
fittings. Gorman-Rupp Co., 35 Bowman 
St., Mansfield, Ohio. 


Air spring 


. . . for 1960 Chevrolet and GMC %- 
and %-ton trucks consists of an extra- 
heavy-duty butyl cylinder that slips in- 
side the rear coil spring. Operates on air 
pressure to lift bed of a capacity-loaded 
truck as much as 6 in. to relieve springs 
and absorb shocks. Air Lift Co., 2330 
W. Main St., Lansing, Mich. 
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Laboratory tested 
and field tested 
for Wheaton precision 
and performance 


Get tight, precision 
emergency venting 


This sturdy Wheaton Vent meets all the 
requirements of the A.P.I. Venting Guide 
for emergency pressure relief. Flanged 
base can be welded directly to tank, or 
bolted to a 20” A.P.I. Roof Manhead. 
Diaphragm seal in the cover insures posi- 
tive tightness, and safety cable prevents 
cover from leaving tank top if blown free. 
Pallet permits loadings of 1 oz./sq. inch; 
higher settings on specification. Entire 
cover can be quickly lifted off base, with- 
out unbolting or gasket replacement. 


Type T-1550 Water Drain Valve 





Wheaton | 1 


BREATHER VALVE 


with improved pallet design 


his new Wheaton Breather Valve—thoroughly tested in the laboratory and 

in the field for high rate of flow and vapor-tight control of vacuum and 
presssure—can give your storage tanks the best in breather valve design... 
vapor conservation...weather protection...and ease of maintenance. 


These Features Assure High Flow — Durability —Easy Servicing 

1. Diaphragms for both pressure and vacuum pallets maintain tightness 
through a wide range of pressure and vacuum. 

2. Large areas of all flow spaces ensure maximum flow rates at relatively 
small pressure or vacuum beyond settings. 

3. All aluminum parts anodized in accordance with government specifica- 
tions, to minimize oxidation and corrosion. 

4. Vacuum and pressure pallets provide efficient drainage and resist 
freezing. 

5. Vent is completely hooded for weather protection. 

6. Clamp rings on the vacuum diaphragm make the valve easy to maintain. 


Wheaton Quality Control Throughout 
The T-1900 Breather Valve exemplifies the same exacting standard in 
material and workmanship that has been a Wheaton tradition for over six 
decades. Investigate today how it can help your storage tank operation — 
and at a saving. Send for details now. 


WHEATON BRASS WORKS, UNION, N. J. 


Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage 
Tank Fittings and Truck Tank Equipment for the Petroleum and Chemical Industries. 


Foreign Manufacturers 
Emco Ltd., London, Ontario, Canada * Emco Brass Mfg. Co. Lid., Margate, Kent, England 
Emco 6.M.8.H., Allendorf, Germany « Liungmans, Malmo, Sweden 
Baza S.R.L., Buenos Aires, Argentina, S.A. 
: 








Type 

T-1695 
it} | Midpoint 
Ther- Type T-1700 
|} | mometer Gauge 
Type T-1600 s cH | Hatch 
Automatic : 
Tank Gauge 
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WHEN COLD-WEATHER BUSINESS GETS HOT 


See the IBM Exhibit 

at the National Oil Heat 

and Air Conditioning Exposition, 
April 4th to the 7th, 

New York Coliseum, 

Booths No. 432, 434, and 436. 


SERIES 


_... IBM/50 


gives you complete control of 
deliveries ... credit... billing 


In the fuel oil business cold weather means 
hot problems for an accounting system. A 
low-cost IBM Series/50 gives you busy- 
season control of every phase of your service 
and record-keeping operation. Series/50 is 
a complete system designed and priced to 
bring the economies of punched card ac- 
counting to the smaller company. 


Here's what Series/50 helps you control: 
e Automatic degree day determination of 
delivery dates 


e Preparation of preliminary routing 
schedules 


¢ Complete control over deliveries 
¢ Automatic invoicing 


¢ Credit control through timely state- 
ments and credit reports 


Sales statistics—by customer, salesman, 
product and service 


¢ Fleet operation and expense reports 


In addition, Series/50 is ideal for payroll, 
commission accounting and stock control. 


To the advantages of low-cost punched card 
control IBM adds its concept of Balanced 
Data Processing—machines supported by 
complete services. For more information on 
Series/50 equipment, call your local IBM 


representative today. I 3 M 


balanced data processing 
: 
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Chassis dynamometer 


... is a simplified, fully automatic model. 
After setting desired speed, operator can 
drive a car onto the unit and in Jess than 
one minute, without leaving the wheel, 
conducts necessary tests and notes re- 
sults. Clayton Mfg. Co., El Monte, Cal. 


Swinging reflector 


. . . has a flexible mounting strap that 
permits reflector to swing out of way 
whenever truck is backed against a load- 
ing dock. Strap prevents reflector from 
swinging from driving but is flexible 
enough to prevent damage when struck. 
R. E. Dietz Co., 225 Wilkinson St., Syra- 
cuse 1, N.Y. 


Dollar-value punch 


. . . provides completely punched IBM 
card at point of sale transmitting all in- 
formation from plastic or metal credit 
cards plus amount of sale. Dashew Print- 
apunch, by licensing agreement, incor- 
porates IBM Portapunch. Dashew Busi- 
ness Machines Inc., 5886 Smiley Dr., 
Culver City, Cal. 


Literature ... 





Lifting new cars 


. is the subject of Globe’s 1960 Data 
File. Charts in the 32-page manual show 
recommended pick-up points and com- 
plete details on how to lift all late- 
model cars on every type of hydraulic or 
electric-powered lift. Globe Hoist Co., E. 
Mermaid Lane at Queen St., Philadelphia 
18, Pa. 
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“Bum brake job? Where'd you have it done?” 
“That gas station across from the delicatessen.” 
“I guess they just can't do decent brake work.” 






































It could be one of your dealers who just lost a good customer 
(or maybe two). Because that’s generally the result of a poor 
brake job. The cause? Inferior linings, inferior workmanship . . . 
or both. 


Here at Raybestos we make the kind of linings your dealers 
should be using—proving ground tested linings that last and 
last, linings that deliver swift, smooth, sure stops every time, 
linings you can depend on to contribute solidly to the quality 
image of your company that your own products have created. 
What’s more, at local brake service clinics and in our own fac- 
tory schools we will show your dealers how to do reline work 
on all makes and models expertly . . . and profitably. 


More and more of your dealers are moving into brake service. 
Raybestos can make this move genuinely worth while. 


If you would like to discuss the possibilities of Raybestos in your service 
station plans, write to us—we will be happy to meet with you. 


AMERICA’S BIGGEST SELLING FRICTION MATERIAL 
RAYBESTOS DIVISION of Raybestos-Manhattan, Inc., BRIDGEPORT, CONN. 


RAYBESTOS-MANHATTAN, INC., Brake Linings * Brake Blocks * Brake Fluid * Clutch 
Facings ¢ Industrial Rubber « Mechanical Packings * Asbestos Textiles « Engineered 
Plastics * Sintered Metal Products * Rubber Covered Equipment « Laundry Pads and 
Covers * Abrasive and Diamond Wheels * Industrial Adhesives * Bowling Balls 
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Evropean review 


. of new products and technical in- 
novations is offered to U. S. subscribers 
as a means of keeping informed on in- 
dustrial development in Europe. Euro- 
pean Technical Digests is published 
monthly by European Productivity 
Agency, 2, Rue Andre-Pascal, Paris. $12 
a year; $6 for six months. 


Two-post hoists 


. in three heavy-duty models are de- 
scribed in a new circular. Models offer 
lifting capacities from 10,000 Ibs. to 
18,000 Ibs. Blade-rail superstructures may 
be adjusted for wheelbase lengths from 
70 in. to 168 in. Globe Hoist Co., E. 
Mermaid Lane at Queen St., Philadelphia 
18, Pa. 


Compressed air 


. . . is the subject of a new Ingersoll- 
Rand booklet. Basic facts about com- 
pressed air are included plus data useful 
in selecting small, packaged compres- 
sors. Also covers compressor oils, pipe 
sizes, wire sizes, terminology and 
definitions used in connection with 
compressors. 


New truck models 


. . in the Diamond-T line, consisting of 
a pair of V-8 gasoline units, are covered 
in illustrated specifications. Both models 
are powered by short-stroke wet-sleeve 
engines that can be overhauled by re- 
placing sleeves and pistons without re- 
boring. Diamond T Motor Truck Co. 
4401 W. 26th St., Chicago 23, Ill. 





3 bullseyes . 
for CLEAR RuGLYDE”™ 





The Most Widely Approved and Used 
Lubricant For Tube and Tubeless Tires 


Assures easier, proper bead setting. 
Prevents “after-slippage” and prema- 


Fork-truck bulletins 


. .. cover the Baker line of fast, maneu- 
verable, regular-duty, gasoline-powered 
fork lifts. Each of series of three bulletins 
gives dimensions, weight, speed and de- 
sign details of one of either the 3,000-, 
5,000- or 7,000-lb. model. Baker Indus- 
trial Trucks, Div. of Otis Elevator Co., 
8000 Baker Ave., Cleveland 2, Ohio. 


Catalog SS 


. . . designates a new OPW catalog il- 
lustrating the entire line of OPW service- 
station equipment. Products range from 
automatic nozzles to vertical check valves 
including such typical items as leak de- 
tectors, hose swivels, tightfill equipment 
and many others. OPW Corp., 2735 Col- 
erain Ave., Cincinnati 25, Ohio. 


Equipment Suppliers . . . 





Guardian Light has signed up a new 
West Coast distributor, the Paramount 


| Manufacturing Co., Mills Bldg., San 


Francisco. Paramount covers the state of 
Nevada in addition to branches at Port- 
land, Seattle, Los Angeles and Phoenix. 


* 

L, A. Fritter & Son Inc., 127 Seventh 
St., S.E., Washington, D.C., has been 
named regional distributor for the Auto- 
quip Corp., Chicago manufacturer of 
service station lifts. 

© 

Buick Motor Div. is circulating to oil 
companies a survey report showing that 
strut rods on 1959 models are being bent 


| by improper lifting methods. Buick says 
| the damage occurs when the wrong 


adapters are used or when lifting pads 
are not in the right position. 
® 

Gasoline and Oil Equipment Co., 674 
Jefferson Ave., Memphis, has applied for 
active membership in the National Assn. 
of Oil Equipment Jobbers. J. R. Sowell is 
manager; Frank E. Douglas, sales mana- 
ger; and James Brown, service manager. 


a 

Braswell Equipment Co., 301 Highway 
Bypass South, Wilson, N.C., held a for- 
mal opening of its new quarters on Feb. 
6th. 


ture tire failure. Makes job SAFER - 
FASTER - EASIER! 


The Safest, Mest Lasting Lubricant 
For Rubber Parts and Fittings 


An important part of every lube job! 
Removes and prevents squeaks of 
rubber bushings, shock absorber and equipment division 
stabilizer linkage, shackles, grommets, . RP Gh of Howard Supply 
ete, wf OE Co. After 10 years 


_ The Best Cleaner fer Rubber; in Tidewater’s mar 
Leather and Plastic Upholstery 


Rogers became a 
Restores a “new look” to tires, mats district representa- 
 ®! and to leather or plastic upholstery. 


tive for Bowser 
AG, Any surface, any color! 100% safe — Rogers Inc. He assumes 
PRODUCT clean and stainless to use. 


R°507 his present post as 
AMERICAN GREASE STICK COMPANY * Muskegon, Michigan 


Equipment People . . . 


William P. Rog- 
ers has been named 
manager of the pe- 
troleum market in 

















the result of an expansion move by How- 
(Continued on page 143) 
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Here is the pump that keeps pace with the 
modern trend toward smaller, more com- 
pact design! The new Gilbarco “44” is only 
44 inches high — 4 inches shorter than other 
“low” pumps and 8 to 14 inches under stand- 
ard pumps... a design that provides maxi- 
mum visibility to station front and TBA dis- 
play. Put dynamic selling power on your is- 








lands with Gilbarco “44’s.” There are models 
for every need: self-contained pumps, re- 
mote single dispensers and remote one- or 
two-product dual dispensers. For complete 
information on these or all of Gilbarco’s 
line of service station pumps, write today. 
GILBERT & BARKER MANUFACTURING CO., 
West Springfield, Mass., and Toronto, Canada. 


The world’s finest petroleum marketing and 
handling equipment comes first from 




















New 6-STEP Positive Displacement Meter features 
low pressure loss, high accuracy. Liquidsfowsmoothly |) ®uummmovtr rotomarie BM, 


through an LC Meter—they’re never squeezed, never expanded. Pres- B DISPLACEMENT 
sure loss is minimized. Accuracy and meter life hit new highs. The rea- 

sons? LC’s simple, true-rotary movement has no reciprocating or oscil- 

lating parts, no metal-to-metal contact in the measuring chamber, no 

axial thrust and no heavy bearing loads (induced by compressing 

trapped liquid, or by drawing a vacuum at any phase of the cycle). 

This higher hydraulic efficiency permits installation savings in sizing 

lines, pumps and motors. It also permits installation and operation 

of LC meters in series or in tandem without affecting calibration. 


————$————————— 
Li | Liauio | UID asa 2c 
LI@UID CONTROLS CORPORATION SEND FOR NEW FOLDER 


Commonwealth Avenue, North Chicago, Illinois giving full facts on why the LC 
Meter insures greatly in- 
LC Meters ... engineered for precision measuring of petroleum creased accuracy . . . see why 


and commercial liquids rok gy to “buy LC.” Write 
today. 


} CONTROLS 





Equipment 


ard Supply, which has taken on the dis- 
tributorship for the complete Gilbarco 
line of service-station pumps, valves, 
hoists, air compressors, industrial and 
bulk-plant pumps in California and Ari- 
zona. He now makes his headquarters at 
5125 Santa Fe Ave., Los Angeles 58, Cal. 


David F. Weh- 
renberg has been 
named sales mana- 
ger of the Tulsa 
district for Tok- 
heim Corp., replac- 
ing K. M. Slusher, 
now western divi- 
sion manager at 
San Francisco. 

}. Wehrenberg was 
transferred to Tul- 
sa from Seattle 
where he was dis- 

trict sales manager for four years. He 
was previously assistant sales manager 
and assistant service manager 2nd also 
filled several production posts. 


Prizes for Oil Men 


IF YOU can make a good guess on 
the number of times an Autoquip 
lift will cycle up and down before 
its seals wear out, you can win a 
colortelevision set or a radio. A 
loaded lift will be placed in continu- 
ous operation in a locked cage at 
2:30 p.m. March 22 in Chicago. 

Automatic devices will register the 
cycles and shut off the pump when 
the seal begins to leak. For rules and 
entry blank, drop a line to Autoquip 
Corp., 1140 S. Washtenaw Ave., Chi- 
cago 12, Ill. 


Profitable Areas Open for Distributors 


The Complete 
Gilsen Line 
of 


Hand Operated 


TRANSFER 
PUMPS 
Quart Stroke 
One Gal. Stroke 
Rotary Pumps 
Tank or Pedestal 
Mounting 


The GILSEN Line 





Write Today to 


The GILSEN COMPANY, Zac. 
3200 West 22nd Street - Erie, Pa. 
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AGAIN IN 1960... 


building more and greater 
outdoor signs for America’s 


leading marketers =gg#il! 
+ eee 3 


plasti-line inc. 


Knoxville ~ Tennessee 


Rated firms write for free brochure 


OUTDOOR ILLUMINATED PLASTIC SIGNS 





7 EFFORTLESS -AIR-POWERED BEAD-BREAKING 
AT THE ups OF LOW-COST CHANGERS. 


~NEW DROP-LOCK—selt-locks 
' when simply dropped against 
* hub, No twist, no adjustment. 


-2-in-1 ROLL ON - ROLL OFF 
' ee, Tool — “Lift and 


; sale damage in demounting, 








- BY THE WORLD'S 
IN TIRE CHANGERS | 


Model LCP 


rl/ *¥BQe° 


3 YEARS TO PAY ON EASY 
PAY AFTER PROFIT PLAN 


| 2Y>_ TIMES STRONGER Nylon 
| Air Tube — proved impervious to 
. grease and oil. Outwears rubber 
| § times. H 


tires, 10 thru 19.5 inch 
including even boat 
| : trailer tires. 


SAFETY-CONTOUR 
; BEAD-BREAKER — 
" action of small ball end “ - Long, powerful stroke 
: frees beads effortlessly, 
safely. 


BIG FOUR INDUSTRIES, INC. 
P.O. Box 444T, Foster, Ohio 


( Send FREE three Fact Folders on 14-inch Tire 
Service. 


BIG 


INDUSTRIES, INC. 


FOSTER, OHIO: 


oc eae me tlt ea Pw 
los Angeles 3, Cal 


Canada: peng orice eg & Equipment 
“ * pr ee | 


(CD Send a van to show us your new Low Cost 
Power Tire Changer. 





Signed 





Store or Station Name 





Street 





City 





for Sylvania 
Fluorescents 


How can Sylvania do a thing like this? Issue one insur- 
ance policy after another to guarantee that you get maximum 
lighting value . . . or your money back!: Simpiek... » 

~ 


Because Sylvania in one lighting product after another con- 
sistently gives you the lowest TCL— Total Cost of Lighting 
— of any brand. (TCL equals cost of lamp or starter plus 
power plus maintenance.) 


Because Sylvania lighting engineers consistently break the 
TCL barrier to bring you more light for less cost. 


Because Sylvania—through its outstanding research and devel- 
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for Sylvania 
Incandescents 


opment—has been consistently out front in superior lighting. 


There’s just no question that Sylvania lighting products do 
provide top performance and will keep right on doing it! 
(You don’t think we want to return your money, do you?) 


Next time you buy Fluorescents, Incandescents, Mercury 
Vapor Lamps, or Starters, be sure your representative or 
supplier gives you your exclusive Sylvania Light Insurance 
Policy. Or write us: Sylvania Lighting Products, a Division of 
Sylvania Electric Products Inc., Dept. 65, 60 Boston Street, 
Salem, Massachusetts. In Canada: Sylvania Electric (Canada) Ltd., 
P. O. Box 1190, Station “O,” Montreal. 
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for Sylvania bi j / tor Sylvania 
Mercury Vapor Lamps (oa —/ Starters 





SYLVANTA 


Subsidiary of GENERAL TELEPHONE & ELECTRONICS 
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How the “World’s Finest” 
cuts weight but not quality 


Autocar’s lightweight “‘A” series 


are designed from start to finish to 
turn deadweight—as much as 4475 
pounds! —into payweight without 
sacrificing strength or stamina. 
And here’s the quality concept: only 
Autocar fully custom-engineers every 
truck for its job. Each is built with 
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unequaled precision and workman- 
ship to take continuous punishment 
throughout its long, trouble-free life. 
Nothing less than an Autocar 
should be expected to do an Auto- 
car’s job—and this fact is even more 
significant in lightweights. Why take 
less than the ““World’s Finest’’? 
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Division of 
The White Motor Company 
Exton, Pa. 








WHAT’S 
NEW 
IN 
TBA 





Diesel fuel filters 


. . - for 1960 Cummins exgines are of 
the Fram easy-change type known as 
Model P 1101-PL. Capacity 175-gal. per 
hour. According to manufacturer, other 
diesel engines are slated to adopt a 
similar fuel filter for new models. Fram 
Corp., Providence, R.1. 


New cap series 


. . . for small-car gasoline tanks have 
been added to the Stant line for selected 
makes and year models. Replacement 
caps are offered for 1960 Valiants and 
Falcons; 1959-60 Ambassadors and Lark 
station wagons; 1953-60 Ramblers. Stant 
Mfg. Co. Inc., 1620 Columbia Ave., 
Connersville, Ind. 


Wheel 

.-. for use with Hunter wheel-bal- 
ancing instruments, fits virtually all 13- 
in. wheels on both American and for- 
eign cars. Supplements the 14-in., 15- 
in., and 16-in. adaptors previously of- 
fered. Hunter Engineering Co., Hunter 
Ave., and Ladue Rd., St. Louis 24, Mo. 


Flexible heater hose 


. . takes place of molded curved con- 
nections. Special convoluted design, sim- 
ilar to flexible radiator hose, enable 
hose to bend easily without collapsing. 
With two 6-ft. lengths, one each of %- 
in. and %-in. diameter, dealers can fill 
95% of all needs. Gates Rubber Co., 
Denver, Colo. 


Liquid car wash 


. . with the trade name of “Glow” 
has been added to the Du Pont No. 7 
line. It is said to be a nonalkali cleaner 
specifically designed for light washing 
jobs when preservation of wax is de- 
sirable. E. I. Du Pont de Nemours & 
Co., Wilmington, Del. 


Truck batteries 


. . . with new features have been added 
to the Exide line. New methods of 
plate manufacture and assembly are 
claimed to result in a fresher battery 
in commercial service. Other features 
are hi-impact rubber containers and non- 
cracking sealing compound. Electric 
Storage Battery Co., PO Box 6266, 
Cleveland 1, Ohio. 
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Tires—Batteries—Accessories 





Fan-belt gage 


. . . is said to be a low-cost device 
(price $18.95) for measuring fan-belt 
tension. Gages all belts regardless of 
pulley size, belt span or other variables. 
Optional dials read in pounds or range 
markings. Borroughs Tool and Equip- 
ment Corp:, 2429 N. Burdick St., Kala- 
mazoo, Mich. 


Shock tool 


. is said to provide a new, faster 
way to remove bayonet-type shock ab- 
sorbers. One end holds bayonet while 
retaining nut is removed; the other end 
screws on the shock over the bayonet 
so that new unit can be pulled up 
through coil spring. Bingham-Herbrand 
Corp., Fremont, Ohio. 


NEW FORMULA 


NON Panty 


Noncorrosive antifreeze 


. . is described as an improved ethy- 
lene glycol formula harmless to non- 
metallic parts and to all metals. Reason 
for putting it on the market, says man- 
ufacturer, is the greatly increased use 
of aluminum in engines. Olin Mathie- 
son Chemical Corp., 460 Park Ave., 
New York 22, N.Y. 
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TBA Literature ... 





> 
t 


Muffler manual 


. contains step-by-step diagrams of 
quickest methods for removing old muf- 
fiers and tailpipes and installing new 
ones. Sections cover all types of lifting 
equipment, common and specialty tools, 
and specific installation tips by make 
and model. The AP Parts Corp., AP 
Bldg., Toledo 1, Ohio. 


bi 





TBA Suppliers .. . 


Sus 


The Carter Carbureter factory service 
school, conducted at the St. Louis’ main 


factory since 1934, has started a new 
‘seriés of two-week courses in enlarged 


quarters. Part of the course includes 
service sales techniques and efficient 
shop practices. 

A three-man team of Big Four sales 
executives has been on a coast-to-coast 
junket of private meetings with officials 





Take a Closer Look 
at Your OPPORTUNITIES 


In Special-Purpose Lubricants 


and Discover... 


What a difference the dag® makes! 


For over fifty years, Acheson has pioneered the use of film-forming, 
colloidal solid additives in oils and greases intended for special- 
purpose applications. Beginning with the development of colloidal 
graphite by Dr. E. G. Acheson in 1906, ‘dag’ colloidal dispersions have 
gained ever widening acceptance and recognition as the “ultimate” 
in basic concentrates. ‘dag’ brand products are your assurance of , , 
dependable performance and economy in lubricants compounded for , 
metalworking, metal casting, glass mold and other uses involving ‘«‘ 


high temperatures and pressures. 


Write today for information on Acheson colloidal graphite, molybde- 
num disulfide and other dispersed solids. Discover for yourself what 


a difference the ‘dag’ makes! 


RCI 


ACHESON Col/oids Company 


PORT HURON, MICHIGAN 


A division of Acheson Industries, Inc. 


Also Acheson Industries (Europe) Ltd. and affiliates, London, England 
Offices in: Boston + Chicago » Cleveland » Dayton + Detroit» Los Angeles * New York 
Philadelphia « Pittsburgh « Rochester « St. Louis 
‘dag’ is a registered trademark of ACHESON Industries, Inc. 


GENTLEMEN: Please send me the literature checked below: 


[_] Bulletin 421 — For Assembly and Run-fn Lubrication 
[-] Bulletin 424 — For Use In Industrial Lubricants 
[_] Please have your representative call 


[] Products List 


name 





title 





address 





company 
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of tire and petroleum marketers to dem- 
onstrate the company’s new Model LCP 
(for Low Cost Power) tire changer. 


Firestone has adopted a trade mark 
for tires retreaded according to Firestone 
specifications and with Firestone camel- 
back. The retreads are identified with a 
trade mark medallion cured into the tire 
shoulder. 

e 

Dill Manufacturing Co. is offering a 
combination repair and trade-in plan on 
Dillectric pressure clamps. Under the 
new plan, which Dill says was worked 
out in cooperation with major oil com- 
panies, dealers can get their old Dillec- 
tric clamps reconditioned at the factory 
without charge; or they can exchange 
old models for new clamps for $5. Both 
offers include a bonus can of 40 Dillec- 
tric patches without charge. 


TBA People ... 





Harold R. Long, 
former AC Spark 
Plug zone sales 
manager in Jack- 
sonville, Fla., has 
been named east- 
ern area service 
manager with 
headquarters in 
Philadelphia. A 
graduate of the 
University of Pitts- 
burgh, where he 

kane majored in. indus- 
trial engineering, Long joined AC in 
1938 as a combination dealer and terri- 
tory manager in the Carolinas. 
% 


J. F. Warnell 
has been named 
vice president, 
sales, of Union 
Carbide Consumer 
Products Co., di- 
vision of Union 


handled by National Carbon Co. War- 
nell was at one time district sales man- 
ager for National Carbon at Atlanta and 
New York. 


(Continued on page 150) 
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WHAT'LL IT BE— 


ROUND .. OBLONG. 


— 





} 


Call for your favorite one-gallon anti-freeze can 
Continental’s answer is quality, quantity and dependable service 


ROUND QUARTS, TOO 
Of course Continental also 
makes round quart anti- 
freeze cans to give you 

a complete selection. 
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For your selling convenience Continental makes both 
types of anti-freeze cans—round and oblong. The 
prestige-pack oblong saves shelf space, makes stacking 
and handling easier. But take your choice. Either way 
you'll get precision-made cans, plus Grade-A 
Continental service. Call Continental today. 


(oi CONTINENTAL CAN COMPANY 


Eastern Division: 100 East 42nd Street, New York 17 
Central Division: 135 South La Salle Street, Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
Canadian Division: 790 Bay Street, Toronto 1 

Cuban Office: Apartado 1709, Havana, Cuba 
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T. A. Youmg has been placed in 
charge of nationwide Peak and Nor’way 
antifreeze sales for Commercial Solvents 


Corp. Young was formerly district sales 
manager in Atlanta. In other changes, 
B. D. Durkin now heads eastern region 





U.S. Patent No. 2,815,767 


HYDRAULIC 
DRIVE 
SYSTEMS 


for product pump 
and hose reel drive 


You can increase delivery speed 
as much as 30% when you 
install an Ardmore Hydraulic 
Drive System instead of 
mechanical drive. Proved on 
hundreds of installations. 
Ardmore Hydraulic Drive is 
virtually maintenance free since 
the system is self-lubricating 
and because of exclusive 
Ardmore zero-pressure idling 
by-pass design. Hydraulic drive 
in the reel compartment provides 
maximum safety in handling 
volatile liquids. 100% guaran- 
teed for performance when 
installed to Ardmore specifica- 
tions. For every delivery truck 
and transport need . . . for fuel 
oil, diesel fuel, aviation gasoline 
and related liquids. Write for 
complete information. 


ARDMORE PRODUCTS 
1835 SHERMER RD. © NORTHBROOK, ILL. 


Eastern Office 
612 Commerce Road, Linden, N.J. 
International Sales and Service 


e faster delivery 
e less maintenance 


e greater safety 








Sales at New York City, G. B. Dace 
heads central region sales at Chicago, 
and K. E. Mansfield operates western 
region sales from headquarters in Kansas 
City. Durkin formerly covered Peak- 
Nor’way sales in northern and western 
New York; Dace filled a similar post in 
Kentucky and Tennessee; while Mans- 
field was Kansas City district sales man- 
ager. 
& 


John S. Frazer has been named to 
a newly created post, merchandising 
manager of replacement fuel pumps, for 
the Carter Carburetor division of ACF 
Industries Inc. He will supervise pro- 
motion and sales of Carter mechahical 
fuel pumps in the automotive replace- 
ment market. For the past eight years 
Frazer was associated with a Carter dis- 
tributor at Buffalo, N.Y. 


John W. Black- 
port has been 
named tool field 
sales manager of 
the Herbrand 
Corp., Binghamr 
Herbrand Corp., 
Fremont, Ohio. He 
was formerly asso- 
ciated with the 
sales department of 
Dayton Rubber 
Co. He attended 
Lawrence Techni- 

cal School, Detroit, and during World 
War II he was a pilot instructor for 
heavy bombers. 

& 


R. D. Hester is 
the new general 
sales manager of 
the automotive di- 
vision of Ammco 
Tools Inc., Chi- 
cago manufacturer 
of brake service 
equipment. He was 
formerly manager 
of the automotive 
division of Ther- 
moid Co. He served 
in the U.S. Navy 

for three years as an instructor in Navy 
technical schools. 
Be 


J. A. Dixon, direc- 
tor and _ general 
marketing manager 
of Courtalds (Can- 
ada) Ltd. has 
been elected 
chairman of the 
promotion advisory 
committee of Ty- 
rex Inc., voluntary 
nonprofit associa- 
tion of Tyrex tire- 
cord producers. He 
succeeds George I. 
Rounds, vice president in charge of mar- 
keting, Industrial Rayon Corp., Cleve- 
land. 
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FOA-2 a money saver 
on many fronts 


IN MARKETING 





Worriers are good customers 
for service stations 


Skilled psychological researchers, visit- 
ing service stations, querying customers 
and attendants, listening in to their 
questions and answers, found that mo- 
torists worry about almost everything 
concerning their cars...and, as you 
would expect, women worry about 
everything. 

How to turn these worries into posi- 
tive selling points is the subject of a 
series of four new folders DuPont 
makes available for your dealer meet- 
ings. 


The four folders are concerned with 
those who worry about their tires, oil 
and oil changes, lube jobs, and lastly, 
the multiple worries of women. Each 
contains tips on how to put those wor- 
ries to rest. The theory behind it all 
being that “If you save them worry... 
they'll save their business for you.” 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. |. duPont de Nemours & Company (Inc.) 


Refiners, large and small users, 
all enjoy savings 


Du Pont Fuel Oil Additive No. 2 provides a wide range of benefits for 
refiners, distributors and users. It ends the multiplying costs of sludge 
and gum formations which penalize everyone. Simple and economical 
to use, it is effective throughout the whole range of distillate fuels. 
Refiners have found the benefits of FOA-2 more than pay for the cost 
of addition. 





FIGURE 10 


FOA-2 RETARDS FILTER PLUGGING 
IN DIESEL LOCOMOTIVES 


NO ADDITIVE 


After 30 Days 
6,500 Miles 


WITH FOA-2 


After 68 Days 
15,500 Miles 














In the refinery 


FOA-2 added to catalytic cracked fuel 
oils produces a stable product, at a 


and straight-run fuel oils. 
Added to residual fuels before they 
go into storage, FOA-2 will reduce or 





fraction of the cost of other means. 

It can used to overcome incom- 
patibility that may be encountered 
when blending catalytically-cracked 





prevent costly mechanical cleaning of 
storage facilities. The product may also 
be used gradually to disperse sludge 
which may already be present. 
CONTINUED OTHER SIDE 





DUPON 





FOA-2 


Fuel Oil Customers 


It has been found that FOA-2 effects a 
major reduction in home heating serv- 
ice calls. It minimizes oi] burner igni- 
tion failures . . . keeps the oil free-flow- 
ing and clean burning . . . ends sludge 
formation in tanks, filters and nozzles. 
Being a nonmetallic ashless additive, it 
does not leave ash deposits to foul op- 
eration of the stack controls or ignition 
system. 

In storage, stocks accumulated dur- 
ing the summer remain satisfactory for 
winter consumption. 

Users of residual fuels find that 
FOA-2 keeps their fuel storage and 
supply systems clean and burners op- 
erating smoothly. 


Diesel Operators 


Railroads and other large users of die- 
sel fuels appreciate the economy of 
cracked distillates stabilized with 
FOA-2. Filterability is improved and 
injector sticking problems are reduced. 

Being a nonmetallic additive, it does 
not add to the exhaust stack sparking 
problem. 


nt FOA-2 
haga + Residual foals 


FOA-2 with DMD 


Pre-mixed combinations of FOA-2 and 
DuPont Metal Deactivator are widely 
used. FOA-208 contains 8% DMD 
while FOA-212 contains 12% DMD. 

A 24-page brochure on FOA-2 with 
information on properties, concentra- 
tions, handling, uses, etc., is available. 
Your Petroleum Chemicals Representa- 
tive will be glad to furnish you with 
copies of this brochure as well as addi- 
tional technical information and sam- 
ples for use with your own stocks, or 
write Petroleum Chemicals Division in 
Wilmington. 





EK 





Golden Gate Office gets new manager 


JAMES G. McILHINEY, a veteran with a 
diversified background in the Petro- 
leum Chemicals Division, and a San 





Francisco sales representative for more 
than a year, is now Manager of the San 
Francisco District. 

In his twelve years with DuPont, 
Mr. Mcllhiney has worked closely with 
many oil companies in a wide variety 
of marketing, technical and safety 
areas. He brings to his present post a 
thorough knowledge of conditions and 
needs in the field. 

Born in Jersey City, N. J., he went 
to Cornel University, graduating in 
1935 with a degree in Mechanical En- 
gineering. Before joining DuPont he 
was associated with Air Reduction 
Sales Company as a sales representa- 
tive and engineering specialist. 

With DuPont he has been a sales 
service representative in the Eastern 
and Gulf Coast regions. In 1955 he 
was assigned to the division’s technical 
group in Wilmington, Delaware. He 
also represented the Petroleum Chemi- 
cals Division in the Mid-Continent 
Region where he remained until early 
in 1957. Since then he has been a fa- 
miliar figure in the bay area refineries. 











High effectiveness at low concentrations 


characterizes “Ortholeum” 302 Antioxidant 


New DuPont “Ortholeum” 302 anti- 
oxidant has proved, in laboratory eval- 
uations, to be more highly effective at 
considerably lower concentrations than 
other currently-used oxidation inhibi- 
tors. 

A general purpose ashless antioxi- 
dant, it is effective as a stabilizer for 
greases, turbine oils, crankcase oils and 
synthetic lubricants. 

Tests have shown that “Ortholeum” 
302 frequently will provide stability 
for greases which fail to respond to 
normal concentrations of conventional 
antioxidants. 

In turbine oils concentrations as low 
as 0.05 to 0.10% by weight are often 
more effective than higher concentra- 
tions of other antioxidants. 

Tests have also suggested that 
“Ortholeum” 302 may prove useful as 
an auxiliary additive to other anti- 
oxidants in crankcase oils. Experiments 
with a concentration of 0.25 weight 
per cent in a 400 SUS solvent extracted 
neutral oil indicated that it did an ex- 
cellent job minimizing bearing corro- 
sion in a double-length L-4 Chevrolet 
engine test. 

In some synthetic oils, “Ortholeum” 
302 frequently exceeds the perform- 
ance of widely accepted synthetic oil 
antioxidants in controlling viscosity 





changes, copper corrosion, and acid 
number when the oils are subjected to 
high-temperature oxidation tests. 

Your DuPont Petroleum Chemicals 
Division representative will be glad to 
supply more information and samples. 


SALES OFFICES 


RAndolph 6-8630 
MAin 1-3422 


Chicago 3—8 So. Michigan Ave.... 
Cieveland 15—101 Prospect Ave. 
Houston 2— 

705 Bank of Commerce Bidg.. . CApitol 5-1151 
Los Angeles 17—612 So. Flower St... MAdison 4-1354 
New York 20— 

45 Rockefeller Plaza . .COlumbus 5-2342 


Philadelphia 2—3 Penn Center Plaza. .LOcyst 8-3531 
Pittsburgh 22—1 Gateway Center... .ATlantic 1-2933 
San Francisco 4—111 Sutter St EXbrook 2-1934 
Seattle 3—4003 Aurora Ave.........MElrose 2-6977 
Tulsa 1—1811 So. Baltimore Ave LUther 5-5578 
in Canada—DuPont of Canada Limited, Petroleum 
Chemicals, 85 Eglinton Ave. East, Toronto 12, 
Ontario Sais ku . .HUdson 1-6461 
OTHER COUNTRIES: 

Petroleum Chemicals Division, Export Sales, 
Wilmington 98, Delaware ...PRospect 4-2962 





REG. Vu. 5. PaT. OFF 


Better Things for Better Living 
... through Chemistry 


Du Pont Tetraethyl Lead and other Petroleum Additives 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. duPont de Nemours & Company (Inc.) 


A-13616 


Printed in U.S.A. 





Fruehauf Tank-Trailers Make Your Hauls 


MORE PROFITABLE! 








PRLS CREO BASRA E EMELINE 


Rugged, lighter weight Fruehauf steel tank units 
are designed and built to carry maximum-volume 
payloads for more profit on every trip. Capacities 
range from 4,000 to 9,000 gallons. 


Fruehauf Tanks Carry 
Bigger Loads At Less Cost 


A full working knowledge of the needs of the pro- 
fessional petroleum haulers has enabled Fruehauf en- 
gineers to produce versatile, high-capacity steel and 
aluminum units for every type of petroleum hauling. 


It’s no wonder professional haulers are finding that 
dollar-for-dollar, Fruehauf Tank Transports are their 
best profit buy! Versatility . . . dependability . . . 


safety . . . higher profits . . . all of these advantages Featherweight aluminum Tank-Trailers can carry 700 


are designed into a Fruehauf unit! gallons and upward of additional profit-making pay- 
load over comparable steel units. 


For Forty-Six Years—World’s Largest Builder Of Truck-Trailers! 


FRUEHAUF TRAILER COMPANY 
10948 Harper Avenue @ Detroit 32, Michigan 


a 
RUEHAUF I'D LIKE FULL INFORMATION ON FRUEHAUF PETROLEUM 


TRANSPORTERS. 





(Please Print) 





Address 





City 
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Shell “Certified Comfort” 
-the profit plan for fuel oil distributors 


“Certified Comfort’’ is Shell’s tried and 
proved program for building year-round 
volume and profits for fuel oil distribu- 
tors. It has been skillfully designed to 
benefit both customer and dealer. Here’s 
how it works: 

1, Customer gets steady, efficient heating 
with Shell’s super-refined oil, the modern fuel. 
2. Special additives in Shell’s premium- 
quality heating oil keep fuel filters clean. 


3. Customer pays no more than for ordinary 
heating oil. 

4. Customer is assured of premium service 
. . . including degree-day system deliveries, 
anti-corrosion treatment of fuel tanks and 
metered delivery receipts. 


5. For you, a full-scale cooperative advertis- 
ing program makes use of television, radio, 
billboards, newspapers and direct mail. 
Available to all distributors of Shell Heating 
Oils upon request. 


SHELL OIL COMPANY 
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Now’s a good time for you to contact 
your local Shell representative. You'll 
get full details. And remember, the 
“Certified Comfort” Plan is the Profit 
Plan for Shell Fuel Oil distributors only. _ 



































SERVICE STATION PUMPS—Standard and remote, single, duo and blending 




















¥/, to 20 hp, vertical and horizontal 


WORLD'S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 
SERVICE STATION EQUIPMENT 


2 
THE WAYNE PUMP COMPANY « Division of Symington Wayne Corporation ¢ Salisbury, Md. e WAYNE PUMP CANADA, LTD. « Toronto, Ontario 
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WHAT’S 
NEW 
IN 
PREMIUMS 





WEEKEND PACK comes in imprinted box. 
Handy size packages of toothpaste, sham- 
poo, aspirin, mouthwash, and other items 
fill traveling family’s needs. Minimum 
order is 1,000 at a price of 41¢ each. 
Price changes with quantity. Guest Pac 
Corp., 608 Fifth Ave., New York 20, 
N.Y. 


TESS pe 


OLYMPIC GAMES MAP illustrates sports 
and competing countries. Measuring 
29x42 in., the map is being retailed 
nationally for $1. Unit price for 5,000 
copies would be 15¢. Supplier makes a 
donation of U.S. Olympic Committee for 
each map sold. C. S. Hammond & Co., 
Maplewood, N.J. 


GLASSWARE is a perennial premium fa- 
vorite. Here’s a new one: a 4-pack of 
decorated tumblers from 5 to 10% oz. 
Packs stack readily and safely for display 
or storage. Prices vary with size (32¢ a 
set for 12 sets of 11-oz. glasses). Bart- 
lett-Collins Co., Sapulpa, Okla. 


STEAK KNIVES are packed six to a win- 
dowed box. Stainless blades have serrated 
edges and are hollow ground. Ivory- 
colored plastic handles are shaped to fit 
the hand. Price per box is 75¢. Supplier 
can make delivery in 10 days. Astra 
Trading Corp., 175 Fifth Ave., New 
York 10, N.Y. 


WARPAINT for the ladies comes in this 
cosmetic pouch holding seven shades of 
lipstick (magic red to raspberry). Now 
in the works is a kit holding six larger 
lipsticks. Price per kit is 50¢. Supplier 
pays postage on all orders over 100. 
Viz-Zan-De Cosmetics, 15 W. 26th St., 
New York 10, N.Y. 
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ROTARY INDEX can be used in office or 
at home. It can be placed on desk, 
clipped on a telephone, or hung on the 
wall. The 150 removable cards are in- 
dexed alphabetically. Unit price is about 
75¢ on bulk orders. Memo-Speed Prod- 
ucts, 43 W. 27th St., New York City 1. 


ALUMINUM ASH TRAYS are made in tex- 
ture gold and silver finishes and can be 
imprinted with name or trademark. 
Measuring 5% in. in diameter, the silver 
trays cost 14¢, gold trays 25¢ apiece on 
a 5,000 order. Unit price drops with 
increase in order. Wear-Ever Aluminum, 
New Kensington, Pa. 


ROSE BUSHES can be purchased for direct 
distribution to customers, or you can 
have the supplier mail them to the 
customer who mails in a coupon. Direct 
distribution costs 35¢. If the supplier 
mails, bushes cost 50¢. Supplier offers 
promotional help. Harville Rose Service, 
Tyler, Texas. 


157 





HAND and ELECTRIC 
FOR MORE EFFICIENT and 
PROFITABLE DISPENSING ... 
OF PETROLEUM PRODUCTS: 


There’ sa Wilson pump for every size con- 
sumer-commercial account. Manufacturing 
GASBOYS, KEROBOYS, OILBOYS, AND 
ROTABOYS for the Oilman is our full-time 
business... This specialization is the reason 
for overwhelming popularity of Wilson 
pumps and outfits. 


Write today 
for new catalog. 


WM. M. WILSON’S SONS, INC. 


LANSDALE, PA. 





PERFUME SAMPLES are mounted on a 
printed card. A foil tube holds four vials 
of popular perfume. Useful as a give- 
away for women drivers, the “Nips” 
package shown above costs 15¢ on an 
order of 1,000. Club Aluminum Products 
Co., 825 26th St., La Grange Park, Iil. 


FOREIGN DOLLS are elaborately costumed. 
Supplier offers dolls of Italy, Japan, Israel, 
Korea, Scotland, Greece, Malta, Holland, 
Portugal, Switzerland, Africa and Arabia. 
Prices range from $1 to $1.25. Minimum 
order is 500. World Wide Gifts, Glen 
Head, Long Island, N.Y. 


UTILITY LANTERN operates on four stand- 
ard flashlight batteries. It is available in 
red, white, green and yellow. Head 
swivels and hand grip also serves as wall 
bracket. Unit price is $1.20. Henry 
Wedemeyer Inc., 1140 Broadway, New 
York City 1. 


SEWING SCISSORS measure 7 in. Ordered 
in quantity, they are priced at 124%2¢ a 
pair. Supplier will provide samples to 
companies requesting them on their let- 
terhead. Item would make a good give- 
away for your women customers. L & M 
Co., 415 N. 8th St., St. Louis 1. 


WRITING KIT includes envelopes and in- 
formal notes imprinted with customer’s 
name. Supplier handles printing, han- 
dling and mailing to customer at a 
price of 50¢ per kit in bulk quantities. 
Shipments are made within 48 hours. 
Elmira Greeting Card Co., Elmira, N.Y. 


FOLDING BINOCULARS are 242 power. 
Aimed at the traveler or sports enthusiast, 
they sell at a unit price of 50¢ in bulk 
orders. Supplier can handle shipment and 
delivery to consumer. Van Schaack Pre- 
mium Corp., 310 W. Washington Blvd., 
Chicago 6. 
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WEAVER LIFTS THAT CAN HANDLE ANY CAR! 
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Fpmous WEAVER twin POST LIFT 


Has never been obsoleted 
by changes in car design 


The newest and the oldest cars on the road can be 

handled with speed and ease with a Weaver EC-102 

Twin Post Lift. It adjusts to desired wheelbase in 

seconds . . . lifts cars at outer ends of front lower 

control arms for completely relaxed front end sus- 

pension. With a Weaver Twin Post Lift mechanics 

can work faster, more efficiently, service more cars in 

a shorter time. There are no rails to hamper under- 

chassis work. Weaver Twin Post Lifts are available 

for every type of station—four sizes, eight models to 

provide a full range of lifting capacities. Ask us for OLDER MODELS CAN BE MODERNIZED 
Any model Weaver Twin Post Lift, 


Bulletin NP 457. regardless of age, can be up-dated to 
handle current model cars with current 
production saddles and adjustable 
adapters, or conversion packages. 
Write us for details, giving lift model 
number and wheelbase capacity. 


ie & FF & FF FF FF FF FF Eg RF SF FF GF SF gE EEE EE EF EF EF FT FF FE Fe FF FF Ff Fe 


New WEAVER swiver 


SINGLE POST FRAME LIFT 


Requires minimum 
space—low in cost 


Acombination of compactness and versatility 
at low cost makes the new Weaver Swivel 
Arm Single Post Frame Lift ideal for many 
service stations. Because of the flexibility 
of its design, any American or foreign car or 
light pick-up truck can be raised at the 
chassis pick-up points recommended by the 
vehicle manufacturer. Me ”~ 
Long-reach, reinforced lifting arms oO Fa WEAVER MANUFACTURING COMPANY 
swivel from a narrow, one-piece all-welded SPRINGFIELD, ILL. U. S. A. 
center section of extra-strength solid steel. G sowEn % —— ee 
They swing easily to under-chassis lifting 1910. 1980 
points. Built-in, movable adapters can be NE—AND NO ONE BUILDS IT BETTER THAN WEAVER 


adjusted to four height positions. No W : AV E R SERVICE SHOP 














attachments are needed. 
Available in both full- or semi-hydraulic = Q U j PM = NT 


models. Write us for Bulletin NP 842. 50 YEARS SERVING THE AUTOMOTIVE “service. INDUSTRY 


Complete Weaver line includes: Twin Post* Lifts ¢ Triple Post Lifts* « Frame Type, Roll-on and Free-Wheel 
Single Post Lifts » Unit Lifts » Bumper Jacks « Car Washers « Wheel Alignment Equipment « Headlight 


Testers « Brake Testers » Wheel Balancing Equipment « Jacks « Wheel Dollies « and Air Compressors. 
(*Registered Trademarks) 
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New! 
Commando 


8,000 LBS. 
Capacity 


‘LIFTS 
THEM ALL! 


Here’s high speed spotting for American 

cars, Foreign cars, station wagons, pick-up 
trucks. With minimum effort you reach all 
lifting areas designated by car manufacturers. 
Maximum headroom! Full accessibility for 


rapid repairs. ‘tcbaitiniailis 
Swingi A 
No other lift out-performs the I Hee 


new CURTIS COMMANDO! 
+ + + REMEMBER: - - YOU CAN COUNT ON 


MANUFACTURING COMPANY 
a PNEUMATIC 
DIVISION 


PADS PADS PADS 
NORMAL INTERMEDIATE RAISED Write Dept. 6O 
19065 Kienien Avenue, 


for most American forall unitized for light trucks— 
and foreign cars. bodies-or optional old model cars. Ot. Leute SS, Me. 
for extra clearance. 
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SPACE MAPS have a retail value of $2, 
but they’ll cost you 25¢. Supplier mails 
direct to your customer. Printed in eight 
colors, it measures 42 x 33 in. Also avail- 
able are maps of the world, the U.S., or 
the moon. Van Schaack Premium Corp., 
310 W. Washington Blvd. Chicago 6, Ill. 


INSULATED BAG can be used for travel, 
picnics, or just plain storage. Trademarks 
or sales messages can be imprinted on the 
plastic bags, available in lots of 500- 
1,000 at a unit price of $1.50. Lower 
prices are offered for larger orders. 
Nappe-Smith Mfg. Corp., Farmingdale, 
N.J. 


ae 


LAWN TORCH burns kerosene and serves 
a dual purpose. It provides light or dis- 
poses of bugs and insects. It will burn 
20 hours on one filling. The copper bowl 
is fastened to a 6-ft. black stake. Unit 
price is $1.50. Around-the-World Shop- 
pers, 829 Newark Ave., Elizabeth, N.J. 


Premiums 


COCKTAIL SHAKER is gaily decorated in 
three colors with popular drink recipes, 
and toasts in various languages. Cover 
is a white plastic cap with pouring spout. 
Price per shaker is about 20¢ on bulk 
orders, Anchor Hocking Glass Corp., 
Lancaster, Ohio. 


A 
= 


MINIATURE PALM TREE will grow indoors 
with minimum of care. Package is a 
cellophane-overwrapped card imprinted 
with instructions. Roots are packed in 
spaghnum moss so plant can be stored. 
Unit price is 15¢ for order of 100 or 
more. Orchids of Hawaii, 305 7th Ave., 
New York City 1. 


: arate 


COIN COUNTER is a plastic tray calibrated 
for pennies, nickels, dimes and quarters. 
It can be used to fill flat or tube wrappers. 
Imprinted, 1,000 counters would cost 66¢ 
apiece. The tray is made of plastic in an 
onyx color. Bellerose Co., 17 W. 60th St., 
New York City 23. 
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Each Lighting Requirement Needs 


ENGINEERED LUMINAIRE 


Specifically For That Particular Application 


Offers A 


COMPLETE LINE rr ccc ating neat 











For lighting pump islands and surrounding ar 
Recommended mounting heights 12 ft. to 16 ft. hi high. 











INSTALLATIONS OF COMPCO, LIGHTING. 
sjam@) aa AFTER 
£2, 


— fy. F 


COMPCO corporation 
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THE HEART 


OF EVERY 


DEPENDABLE MARLOW pump... 


l—" 
ie 


9) 
¢ 


3 





Yes, Marlow’s mechanical shaft 
seal is designed to keep the liquid 
where it belongs—inside the pump 
casing and not in the bearings or 
on the floor! A unique material, 
called “Remite,” that was devel- 
oped in the Research Laboratories 
of Bell & Gossett, helps make 
this possible. Remite is a material 
that is almost as hard as a dia- 
mond and is compatible with al- 
most every liquid. Both of these 
properties help to make Marlow’s 
mechanical shaft seal virtually 
leakproof and one of the finest 
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7 
LONG-LASTING 
DIAMOND HARD! 


available anywhere in the world. 

This premium seal is standard 
equipment on all of Marlow’s self- 
priming centrifugal and end-suc- 
tion centrifugal pumps. This is 
just one of many reasons why 
Marlows offer a dependable and 
reliable solution to every pumping 


a 


4 ‘ a~i 





problem. Because it is self-lubri- 
cating, routine maintenance is al- 
most completely eliminated. 

Today, research by Marlow and 
Bell & Gossett is constantly striv- 
ing to make a good product even 
better to serve you with ever in- 
creased efficiency. 


MARLOW PUMPS 


DIVISION OF BELL & GOSSETT COMPANY 
MIDLAND PARK, NEW JERSEY 


Morton Grove, Illinois * Longview, Texas 
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We are now taking the wraps off a new and dramatically 


different aluminum tank—a design so different that a full presentation 
of its values becomes impractical in this limited space. 


Watch for your Trailmobile representative. He’ll soon be by to show 
~~ how fully this long sought ‘‘breakthrough”’ promises to benefit you. 


TRAILMOBILE inc. 


CINCINNATI 9, OHIO @e SPRINGFIELD, MISSOURI e LONGVIEW, TEXAS e BERKELEY 10, CALIFORNIA 
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For Dependable Air Service 


If you use compressed air, you'll do better with 

Brunner. The nearly forty jobs in garages, NEW WATER COOLED _ 
service stations and repair shops that depend on AIR COMPRESSORS ifs 
compressed air are important jobs. Shut-down FOR ; 

on any one of them is costly . . . and such costly 

shut-down is what Brunner dependability has ——— So 
been eliminating since 1906. 

Brunner air compressors are tailored to fit 
your layout in sizes % H.P. through 50 H.P., Ee vi ; 
single and two stage models. There are hori- The new WJ and WK line is designed for 
zontal, vertical or remote tank jobs for “‘start- Truck Service, 10-15 Pit Large Car Dealers, 
stop” or continuous operation. Famous Brunner Refineries, Bulk Plants. In sizes from 10 H.P. 
“slow-speed” design cuts wear of moving parts through 30 H.P. Request Bulletin 763 for com- 
for longer life and dependable air supply. plete water cooled air compressor specifications. 

7 JUST OFF THE PRESS! Air Compressor 


Pocket-Guide full of facts for correct selection. 
Send for your free Guide today. 


Ask for Form #771. DUNHAM 
ee Ril N el J Fr om ivi Sst © N AIR CONDITIONING * REFRIGERATION © HEATING © HEAT TRANSFER 


DUNHAM-BUSH, INC. WEST HARTFORD, CONNECTICUT + MICHIGAN CITY, INDIANA 


WEST HARTFORD 10 « CONNECTICUT « U. S. A. nen a 
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Heavy-Duty Hauling Jobs Are Easy With Timken-Detroit’ 


" i [n) HYPOID-HELICAL 
) AV DOUBLE-REDUCTION 


Timken-Detroit balanced hypoid-helical double- 

reduction gearing is unequalled for top perform- is te 

ance and dependability. Outstanding advantages FIRST 

that make it the choice of heavy-duty equipment REDUCTION 

manufacturers and operators are: big, husky 

gears ... greater flexibility in gear ratios . . . bal- 

anced gear set loadings . . . long life and low main- 

tenance costs. The hypoid first reduction is 30% 

stronger than spiral bevel, and works in series 

with the second reduction to take an equal share 

of the load. In the helical second reduction, 

strong helical gears with a wide range of ratios 

insure balanced double-reduction gearing. HELICAL 
SECOND 

REDUCTION ~ 























240 SERIES 340 SERIES 
SINGLE-SPEED, HYPOID-HELICAL TWO-SPEED, HYPOID-HELICAL 
DOUBLE-REDUCTION DOUBLE-REDUCTION 


A true two-speed axle which provides two separate gear 
ratios through the use of two full-size helical gear sets ... 
a “fast” ratio for maximum speeds and a “slow” ratio for 
greatest pulling power. Pick the most efficient gear ratio to 
meet your requirements of speed, load and road. Spring-flex 
power shifting provides simple, positive shifting with either 
air, vacuum or electric actuation. 

Timken-Detroit two-speed hypoid- 
tion of axle ratios for maxi- helical double-reduction axles give 
mum operational versa- a versatility and economy to truck- 
tility and performance. ing operations that is unmatched 

by other axle gear designs. 





INTERCHANGEABLE BALANCED 


DOUBLE-REDUCTION phe 


ROCKWELL-STANDARD 


CORPORATION 


Bl e-Val-vecll-t-tlel ale: talc ly. 4(-mm BIR Al-ile) arm @1-h duel h an 72mm Yi lotaller-ta| 
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On the Open Highway, Travel at Top 
Legal Speeds in Eaton’s “HIGH” Range 








In Stop-and-Go Traffic, 
Maneuver Efficiently in Eaton’s “LOW’’ Range 


An Eaton 2-Speed Axle gives your truck two distinct 
operating ranges—a “HIGH” Range and a “LOW” Range. 


On the open highway, operating in the “HIGH” Range 
enables drivers to maintain top legal speeds at lower - ATO ie 
engine R.P.M. Engines last longer and trucks go farther 
on a tankful of gas. 

In city traffic, operating in the “LOW” Range gives =-SPEED 
greater maneuverability and engine efficiency. There's AX LE & 
less wear on clutch, transmission, and drive line. And— 
even under adverse conditions—the “LOW” Range ’ 
provides plenty of power to pull out under full load. 

Ask your truck dealer to explain how Eaton 2-Speed 


Axles reduce driver fatigue, provide added operating 
safety, cut hauling costs, and make trucks last longer. 


AXLE DIVISION 
MANUFACTURING COMPANY 
é | CLEVELAND, OHIO 
168 
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Your Guide to the Market 


MONTHLY PETROLEUM STATISTICS @ SUPPLY/DEMAND e MARKET OUTLOOK © MARKET BAROMETER 
PRICES AT REFINERIES. AND TERMINALS e@ REGIONAL AND LOCAL TANK WAGON AND PUMP PRICES 


This Month's Highlights 


Supply and Demand: Inventories of principal products push toward peak levels 
in relation to seasonal demand. The East Coast leads in the buildup. The cause, 
_as everyone knows: continued high runs to refinery stills page 171 


Market Outlook: Refiners are worried about first-quarter earnings. The question 
now is this: Can March, which doesn’t look > gomee peominy. pull them out 
of the hole they dug in January and February? .. page 172 


How to Use This Section 
” Your Guide to the Market is organized to help you | es your finger on the facts 


--, you need, when you need them. Basically, it breaks down into three parts: trend 


— a we industry statistics, and price information. Here’s where you'll find 


PRICE INFORMATION 
Market barometer 

Key crude oil prices 
Refinery/terminal prices 
Tank-wagon prices 
Prices -in 55 cities 
NPN. gasoline index 





Petreleum Indicators 











te 
‘Jan. 
ar 1960 


Gasoline 
_| GASOLINE (regular) 11.13 


Kerosine 11.42. 11.54 
oe 9.01 prs 
Residual 465 4 
DISTILLATE : 4 principal eee 
products 888 887 - 
Lube oil 23.14 23.14 
Crude at well 
($ per bbl.) 288 2.87 


RESIDUAL *Weighted average price, principal | 
markets. Crade prices middle of 
month, not monthly average. 
tThrough Feb. 12, 


STOCKS | | NPN PRICE wranorse ; a 
muons OF es Se Ee Refinery/Terminal = | 
" Laas ee a HE Hae Ba, 2 toe 



































MONTHLY SUPPLY TRENDS 


Primary stocks (Last Day) Feb. 1960* 
Finished and unfinished gasoline (thous. bbl.)............. 208,908 
Scromeee (thous. BBE ee eee Se a 23,709 
Distillate fuel oil (hous. Obl). Go ie. oven an bee 118,340 
Residual fuel: oil (thous. BBL) is ek 48,038 
Crude oil—B. of M. (thous. bbl.)........0000...0.0.-0005. 249,971 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 
Foreign crude included (thous. bbl. daily) 
% of refinery capacity operated 


Refinery Output 
Gasoline (thous. bbl. daily) 
Kerosine (thous. bbl. daily) 
Distillate fuel oil (thous. bbl. daily) 
Residual fuel oil (thous. bbl. daily) 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) 
Crude oil imports (thous. bbl. daily) 


*Through Feb. 12, except crude stocks, Feb. 6. 
+ Not comparable. Additional company reporting in 1 
Source of Data: API Weekly Reports, except 1959, pment of Mines. 


MONTHLY DEMAND TRENDS 


Latest Month Year Ago 
Exports of crude and refined products (thous. bbl.).......... 5,585 (Nov.) 9,163 
Average station gasoline price, ex tax (¢ per gal.)........... 20.26 (Feb.) ’ 7 A Sn 
Service station sales — all commodities ($-million) 1,336 (Jan.) ‘ 1,282. 
+Gasoline consumption (million gal.)..............-....05. 4,959 (Oct.) : 5,218 
Passenger cars — domestic shipments (thous.)............... 463 (Dec.) eo, es 
Trucks and buses — domestic shipments (thous.)............ 63 (Dec.) : 83 
Passenger car replacement tire shipments (thous.)............ 3,826 (Dec.) ‘ _ 3,977 
Replacement battery shipments (thous.).................... 2,793 (Nov.) 2,262 
Oil burner shipments wegen yee NEG > VRE LS la re ly i Oe 48 (Nov.) 52 


” FExcludes Alaska. 
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Supply and Demand 





Rune and Stocks Climb Higher 


Supply-demand imbalance of main 
oil products is getting worse 


Feb. 5 were 121,521,000 bbi., nearly 30-million 
bbl. (32%) higher than a year ago. First-quarter 
demand at normal temperatures, is forecast at 2,- 


the miajor products, 

. Stocks of 47,673,000 
(18%) less than 
demand, estimated at 
less than actual demand 


ago. 

at U.S. refineries reached 
January, the highest on 
record. Runs in the first quarter of 1959 were 
all of 1959 the average 

se chart at right). 
on product stocks of the 
operations during 1959 is 
. On Jan. 1, 1960, in- 
y kerosine, distillate fuel oil 





Total Stocks at U.S. Refineries, 
Jan. 1, 1960, Gasoline, Kerosine, 
Distillate, and Residual 
(000 bbl, API data) 


dan, 1 Jan, 2 Volume % 





1959 Chunge Change 


109,031 
67,035 
176,066 
79,061 
30,604 
10,083 
33,312 
153,060 


329,126 
70,425 
399,551 


+11,614 
+ 626 
12,240 
+ 4,847 
+ . 594 
+ 710 
+ 3,150 
+ 9,301 


+21,541 
— 6,610 
+14,931 


10.6 
0.9 
6.9 
6.1 
19 
74 
pe 
6.1 


6.5 
9.4 
3.7 


Includes, Itinots, Ohio, Kentucky, Minnesota, Wis- 
contin, NAS Dakota ; 











Crude Runs 1955-1959 
jo— 1959 Runs 7.9906 ¢d —— 


Million b d 8.190 
s~ 19 799 : 7916 7947 792 
7.480 “| | 7.605 ‘ex 2 RS 

BLn..A 


7-4 


















































1st. Q. 2nd. Q. 3rd. Q. 4th. Q 
1959 by Quorters 
FIG wWiLAND [__) EAST & GULF COAST 


1935 1956... 1957 1958 








GB WEST COAST 





and residual fuel oil for the U.S. were 414,482,000 
bbl., 3.7% greater than on Jan. 1, 1959. For the 
country, excluding the West Coast, inventories of 
the four products totaled 350,667,000 bbi., 6.5% 
larger than at the end of 1958. The West Coast 
refining district was the only area to register a 
decline in product inventories. Due to a large 
draft on residual fuel-oil inventories, total stocks 
there Jan. 1 were 9.4% less than on Jan. 2, 1959. 


The buildup im over-all product stocks in 1959 
was due to the large gain in distillate fuel-oil 
imventories, which were nearly 23-million bbl. 
larger Jan. 1, 1960, than on Jan. 2, 1959. A 
high yield from crude processed, and lower de- 
mand than had been anticipated, contributed to 
the buildup. The indicated gain in demand in 
1959 for this product is about 3%, whereas a 
4% gain was forecast. 

, the East Coast refining district 
showed the largest gain in product stocks in 1959. 
The increase there was 11,614,000 bbl. (10.6%) 
For the combined East and Gulf Coast districts, 
the increase was 12,240,000 bbl. (6.9%). 


Of the 7,990,000 b/d indicated crude runs in 
1959 (see chart above) the combined East and 
Gulf Coast district supplied 3,700,000 b/d, inland 
districts 3,160,000 b/d, and the West Coast 1,- 
130,000 b/d. 

Compared with 1955, operations in the com- 
bined East and Gulf Coast refining districts, as 
shown by the volume of crude processed, have 
increased 4%. Greatly increased product inven- 
tories have contributed to supplies in this area. 
Operations in inland refining districts have in- 
creased 10% over the five years, and in the West 
Coast district about 6%. w 





Market Outlook 





Can March Be That Good? 


[x SEINE tre oly Mach nich bl mrs ot of th inte 

troubles. They are checking their February distillate * 
tojefally, tee his GMs Aix ths winter lacks ‘hed. Tlemsent just wanlle Wana ae 
November, December and January. 

The warm winter was the kiss of death for heating-oil sales. On a degree<lay 
basis, the winter, almost unnoticed, moved well past the half-way (actually 60%) - 
mark early in February. At this point, heating-oil inventories stood 37% higher 
than a year earlier east of the Rockies. 

Some refiners talk as though the March market for gasoline will pull them — 
at least part way out of their fiscal troubles. They don’t expect much help from _ 
heating oil—prices already are sharply below those of last year, not to mention 
discounts. Crude runs have been averaging since Jan. 1 more than 1% 
than they were a year ago. That’s an unwanted extra cargo (T-2 equivalent) of — 
clean product every 36 hours. So a lot depends on whe gets to talk into the — 
good ear of management. 

If gasoline is to carry the whole load, the road is rough and long. Along the 
way, wholesale gasoline prices have to pick up as much as 1¢ gal. to equal those 
of last year. And more than just a few retail price wars will have to be settled. 
Up to now it looks as if the slide-rule boys, rather than marketers, have been 
talking into the good ear. 


Word Is Getting Around ... 


There’s nothing official, but word is getting around in the East that cargo 
buyers of distillates have been receiving rebates, and may continue to get them 
for some time,.The barge price for No. 2 fuel of 9.6¢ at New York harbor is 
only 0.1¢ higher than the delivered cargo cost to a contract customer. Somewhere 
in the wheeling and dealing, throughput costs and other overhead expenses are 
lost..A new formula for pricing between echelons of supply could result. 


Key Crude Oil Prices (as of February 15) NPN Gasoline Index 
United States 
California j Dealer T.W. Tank Car 
Wiimington, 31 gravity é (cents per gal.) 
Waet Texas sour, 36 “ 15.61 12.20 
, 6 gravity. ......... 2.79-2.83 
Mid-Continent 15.73 12.15" 
Oklahoma sweet, 36 gravity.......... 2.62-2.97 12 6 
Williston Basin ‘ i 
Piss leo gn BB. gravity. fives s 2.47-2.87 Dealer index is an average of dealer tan} 


Bradford, flat ‘ prices ex tax in 50 cities, 


Caneee Tank car index is weighted average of following 


berta a 
= flat : wholesale markets for regular-grade gasoline, FOB 
WUNE. . cco< oo sb hc eek aera 1.80-1.88 Minneapolis-St. Paul, California, Philadelphia, — 
Middle East . 
Persian Gulf, FOB Ras Tanura Jacksonville, Boston, and Gulf Coast. 
Arabian, 34 gravity 3 *Revised. 
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Market Barometer 





PRODUCTS VS. CRUDE MID-CONTINENT 


12.0 
11.0 
16.0 
9.0 
8.0 


9.0 
8.0 
70 7.0 


6.0 


CENTS PER GALLON 


6.0 
5.0 5.0 
40 49 
3.0 3.0 


YEAR 51 53 53 57 39 JFMAMJJASOND YEAR 51 53 55 57 59 JFMAMJJASOND 
1960 1960 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED PRODUCTS VS. CRUDE U.S., CALIFORNIA INCLUDED 


4.60 
4.40 
4.20} 
4.00 
3.80 
3.60 
3.40 
3.20 
3.00 
2.80 
2.60 


2.40 


DOLLARS PER BARREL 


1.40 1.40 
1.20 SPREA 1.20 
1.00 1,00 
80 }-+-f 80 
‘60 F 7 } 60 
YEAR Si 53 55 57 59. JFMAMJJASOND - YEAR 51 53 55 57 59 JFMAMJJASOND 


gasoline, kerosine, Bight fuel, h 
markets and 7 crude producing areas, including California 


Keven gh lary fh soir rie tee Wen tt ee eee 








cues bows 
See SbE9- erie prodetiog ereee, sat 
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Refinery and Terminal Prices 





All prices are supplied by Platt’s Oilgram Price 
Service, NPN’s associated publication. Arrows 
indicate upward and downward movement of 
the price preceding the arrow. Prices as of Feb- 
ruary 17, Last previous listing: January 19. 


Motor Gasoline 


Sati Coust Cargees— 
106 oct. prem... .12.625-14 
O0 oct, rent... ...12. 25-1325 
98 oct, orem... 12-13 
97 oct. prem... ..11.75-12.625 
95 ect. prem..',..11.5-12.25 
Sabet 
prem... .. 10. ‘ 
se e40.5-11.25 
10. 125-10 625 
saen eB. 79-10.5 
dhe’ 9.625-10.375 
<a .-9,.375-10, 125 
ss8, 20-10 


ae8828 
aeaii 


SURSISS 
2 


reg... 
72 oct. i. 


"43 


eaten *. 9. 
Prem, gr eee | | 
Reg. grade 


12.4 


13.5-13.75 

«-43.25-13.5 

PP FB be F | 

oo 31.125-11, 375 
1-11.25 
10.75-11 


os44,1-15.5 
11.85-13.25 


+ 15.45-16.25 

14.5 
12,7-12.75 
2 


Fla. 
.«sen83,9-16,9 
13.4-13.9 


15.9 
13.4-13.9 
inmmespotis-St. Paul, Minn. 
99 oct. prem... ...14.68A 
$1 oct reg 11L.BA 
Mobito, Ale. 
Prem, grade 
Reg. grade 


14.5-16.2 

armen, Fe 
Prom. grade, .,..14.8-16.9 
Reg. grade.......12.8-13,9 


Saveansh, Ga... .14,5-16.9 
Rag. grade 12.5-13.9 


é. 
13.7-14. 
1,65-12.4 


in 


oct. prem... ..13-16,25 
prem... .13-15.75 
get Tee... -L-18.78 


oct. 3 
oct. & «-10,75-12,125 


‘or Kans. destinations 
99 oct. prem... . .14.25-14.75 
91 oct. reg.......11.25-11.75 


Western Penna.—Bradford- Warren 
98 oct. prem,.... 
93 oct. reg. 





Distillates & Fuels 


Gulf Ceast Cargoes 
41-43 w.w. kero. .9W-10 
fuel 8¥-9.1 
§3-57 d.i. gas off .8. 9.475 

48-52 di. gas oil .8.25Y-9 
43-47 4.i. 2 3. 8.875 
Bunker C fuel. ...$2.00-2,10 


. Bunker 


Cc 
max 1% sulf., .$2.25-2.35 


Boston, Mass. 
Kerosine, No, 1. .10.9-11.4 
9.9-10.4 


N.Y. 
Kerosine 
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Tampa, Fla, ‘e 
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Refinery and Terminal Prices 





Fire ictnen Lubricating Oils 


Western Penns. 
bad Neutrais—No. 3 Cal. Vis. at 


208 vis. (180 at 100°) 428 te 425 flash 
da 
168 vis. 
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Gasoline Consumption by States, October 1959 
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What's What in PRICING Today Petes 


A special report on pricing methods in today’s markets: 
how new approaches are working, what’s ahead in the field, 
plus three special surveys that will open your eyes fo some 
surprising facts about pricing today 





Gee Oil Industries, 
Kerr-McGee Building 
Oklahoma City, Okla. 
CE 6-1313 




















Coming Meetings 





MARCH 


vention and trade show, Hotel Biltmore, 


Ckishoma City, Mar. 2-4. 


[iinols Petroleum Marketers Asm., 38th 


annual convention and product and — 


ment show, Hotel Morrison, Chicago, Mar. 
8-9. 


Society of Automotive Engineers, national 
eutomedtive meeting, Sheraton-Cadillac Ho- 
tel, Detroit, Mar. 15-17, 


¢ Tees Qi Jebbers Assn, annual conven- 
tion, Commodofe-Perry and Stephen Austin 
Hotels, Austin, Mar. 17-19. 


Alabama Petroleom Jobbers Assn. and Mis- 
sissipp! Petroleum Jobbers Assn. semiannual 
meeting, aboard M. S. Italia from New Or- 
jeans to Havana, Mar. 18-23. 


Ohie Petroleom Marketers Assn., annual 
convention and trade exposition, Deshler- 
Hilton Hotel, Columbus, Mar. 23-24, 


OQ Trades Assn. of New York, annual 
meeting, Waldorf-Astoria Hotel, New York 
City, Mar, 23, 


North Central Petroleum Credit. Assn., 
annual conference, Wichita, Kansas, Mar. 
27-29. 

Western Petroleum Refiners Assn., 48th an- 
nual meeting, Hilton Hotel, San Antonio, 
Mar. 28-30. 


APRIL 


API, Transportation Division, highway con- 
ference, Shamrock-Hilton Hotel, Houston, 
Apr, 4-6. 


Oil-Heat Institate of America, annual con- 
vention and trade show, Park Sheraton Ho- 
tel and The Coliseum, New York City, Apr. 
4-1, 

23rd National Oil Heat & Air Conditioning 
Exposition, The Coliseum, New York. City, 
Apr. 4-7 


Ficrida Petroleum Marketers Assn., semi- 
annual meeting, Hotel Hillsboro, Tampa, 
Apr. 6-8, 


Virginia Petroleum Jobbers Assn., annual 
meeting, John Marshall Hotel, Richmond, 
Apr. 11-12, 


Virginia O8 Men’s Assn., semi-annual meet- 
ing, John Marshall Hotel, Richmond, Apr. 
13. 


American Society of Engineers, 
annval meeting and exhibit, Netherland- 
Hilton Hotel, Cincinnati, Apr. 19-21, 


Michigan Petroleum Asm., Detroit-Leland 
Hotel, Detroit, Apr. 19-20. 


Oil Heat institate of New England, annual 
meeting, Sheraton Plaza, Boston, Apr. 19. 


National Petroleum Assn., semi-annual meet- 
ing, Sheraton-Cleveland Hotel, Cleveland, 
Apr. 20-21. 


Society of Independent Gasoline Marketers 
of America, spring meeting, Hotel Roosevelt, 
New Orleans, Apr. 21-22. 


Colorado Petroleum Marketers Assn., semi- 
annual a Petroleum Club Building, 
Denvor, Apr. 22. 


Empire State Petroleom Asm., convention 
and cruise aboard Queen of Bermuda from 
New York City to Bermuda, Apr. 23-27. 
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Independent’ Petroleom Assn. of America, 
mid-year meeting, Denver Hilton Hotel, 
Denver, Apr, 24-26. 


Of Industry TBA Group, Pacific section, 
El Cortez Hotel, San Diego, Apr. 25-26. 


MAY 


Liquefied Petroleum Gas Assm., annual 
meeting “and trade show, Conrad Hilton 
Chicago, May 1-4. 


Tennessee Oil Men’s Assn., spring conven- 
tion, Claridge Hotel, Memphis, May 1-3. 


Oil Industry TBA Group, central section, 
Netherlands Hilton Hotel, Cincinnati, May 
2-3. f 


p> Independent Oil Men’s Assn. of New 
England, annual convention, Statler-Hilton 
Hotel, Boston, May 5. 


Louisiana Oi Assn., annual con- 


Marketers 
vention, Roosevelt Hotel, New Orleans, May 
6-8, - 


Georgia Oil Jobbers Assn., North Czrolina 
Oil Jobbers Assn., and South Carolina Oil 
Jébbers Assn., annual meeting and cruise 


aboard M. S. Italia from Charleston, S. C. ~ 


to Bermuda, May 7-13. 


National Tank Truck Carriers, 12th annual 
eonvention and trade show, Mark Hopkins 
Hotel, San Francisco, May 9-11. 


Pennsylvania Petroleum Assn., semi-annual 
meeting, Hotel Bedford Springs, Bedford, 
May 9-11, 


National Oil Jobbers Council, semi-annual 
meeting, Statler Hotel, Washington D. C., 
May 15-18. 


API, Marketing Division, lubrication com- 
mittee meeting, Bedford Springs Hotel, Red- 
ford Springs, Pa., May 16-17. 


API, Marketing Division, mid-year mect- 
ne, Statler Hilton Hotel, Cleveland, May 
18-20. 


North Carolina Off Jobbers Assn., spring 
meeting, The Carolina. Hotel, Pinehurst, 
May 19-22. 


Oi Industry TBA Canadian séc- 
tion, Royal York Hotel, Toronto, May 19. 


Gasoline Pump Manvfacturers Assn., an- 
nual meeting, The Greenbrier Hotel, White 
Sulphur Springs, W. Va., May 25-27. 


Petroleum Packaging Committee, 
Institute, Atlantic City, June 20-21, 


tournament, Lake Delton, Jane 21. 


Vs a 2 a ; 


Olt Trades Ass. of New York, golf party, 2 


Siwanoy Country Club, June 28. _ 


AUGUST re 
National Congress of Petroleum Seale 
14th annual 


meeting, 2 LLY 
Hotel, Houston, Aug. 1419 oe 


. ‘y ay ee 


New Mexico Petroleum ni fo 
mittee, annual meeting, W: Hlotel, 
Albuquerque, Sept. 11-13, oe 

Missouri Petroleum Asm, Columbia 
Country Club, Columbia, Sept. 12. be 


API Marketing Division, lubrication com-) 
mittee meeting, Hotel Tragmore, +Aiaatio 
City, Sept. 14. 

Western Petroleum Refiners hem; Rocky 
Mountain regional technical-industrial re- 
lations meeting, Henning Heal, Caer 
Wyoming, Sept. . 14-15. 

National Petroleum Assn., snmmel ae 
ing, on Traymore, yr City, baaaass 
4- 


» Virginia Off Men’s Assn., Hotel Roanoke, 
Roanoke, Sept.. 28. 





Northwest Petroleum Assn., Oil Men's 
Club, Nicollet Hotel, Minneapolis, 
Mar. 8-10. 

Towa Independent Oil Jobbers Assn., 
State University of Iowa, Continuation 
Center, Iowa City, Mar. 13-16. 


Louisville, Mar, 14-17. 
Oklahoma Oil Jobbers Assn., 
sity of Oklahoma, Norman, Mar. 29-31. 


South Dakota Independent Oil Men’s 
Assm., Huron College, Huron, Mar. 
29-31. 


Indiana Independent Petroleum Assn., 





MANAGEMENT INSTITUTES - 


Indiana University, Bloomington, Apr. 
Missouri Petroleum Assn., University 
of Missouri, Apr. 12-13. she 


North Carolina Oil Jobbe a 
University of North cara, cad 
Hill, Apr. .18-22, 


of Kansas, Apr. 13-15, : 


a Were 


i eae 








tall University, Iiheea BE of Con Se 
(exact date unavailable at publication. ra 2 
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NEVER BEFORE § 
A UNIFORM 
LIKE THIS!” 


“‘Tt stays neater, lasts longer, is easier to 
care for than any other uniform I’ve ever 
owned!”’ That’s what Gus Spinella, Scars- 
dale service-station attendant, saysabout 
his uniform of 65% “‘ Dacron’’* polyester 
fiber and 35% rayon. 
“Tn a special test I wore this uniform for 
1,095 days. It’s been washed once a week 
(312 times at the station), dry-cleaned ev- 
ery six months and still looks great. I once 
had a cotton uniform like it, but it wore 
out after 45 days because of battery acids. 
That’s why I say uniforms made with 
“Dacron” are the ones for me—they 
actually save me money on replacement 
costs. Besides that, they stay neat, wear- 
ing after wearing, hold a crease even in 
damp weather.” Ask your supplier about 
uniforms made with “Dacron” today. 


*Du Pont’s registered trademark. Du Pont makes 
fibers, not the fabric or uniform shown. 


DACRON 


POLYESTER FIBER 


R66. y. 5. pat. off 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


vwrToe Ra tailors uniform shown of 65% “Dacron” polyester fiber and 35% rayon 


March, 1960 + NATIONAL PETROLEUM NEWS 181 





























NATIONAL PETROLEUM NEWS * March, 1960 





miles with only routine, ICC-prescribed maintenance” 


says Ed Seaton, Jr. 
President 

Refiners Transport, Inc. 
Nashville, Tennessee 


ce ‘ 

La the 10 years we've been in business, we have 
had more satisfactory service out of Fords than any 
other vehicle in the same price class. They just don’t 
require the repairs that other makes do and the ‘59 
Ford F-1000 tractors seem to be the best yet. We 
haven't experienced any downtime with them and 
a couple have logged over 80,000 miles with no 
repair work on them other than our regular ICC- 
prescribed maintenance. 

“The majority of our independent contractors 


Refiners Transport, Inc., one of the South’s 
leading common carriers, is licensed to haul 
liquid commodities in seventeen states. This 
progressive company leases its tractors from 
independent contractors and has always had 
more Fords in its fleet of tractors than any 
other make. Here is what Mr. Seaton has to 
say about them: 


drive their own tractors, and the ones on the shorter 
hauls buy Fords with the Big V-8 because they out- 
perform everything else on the grades. With a Ford, 
they don’t have to run the engine as fast to main- 
tain legal road speeds and there is ample power 
for good acceleration. In fact, the men with the 
F-1000’s say they haven't seen anything yet with 
a comparable gross that they couldn't pass. The 
lighter chassis weight of a Ford frequently means 
as much as 300 gallons more payload, too!” 


Again in ‘60 FORD TRUCKS offer Certified Savings ! 


CERTIFIED ECONOMY 


This year, if you buy a Ford Truck, you get a truck 
with certified economy in the three major expense 


items: gasoline, tires and initial price. 


Best Gas Mileage! Results of second running 
of Economy Showdown U.S.A., show 1960 Ford 
Y%-ton Pickups won every test—beat the average life .. 


of the other four leading makes by 13.1%. 


CERTIFIED DURABILITY 


The refinements built into the 60 Ford Heavy 2° ° 
Super Duty Trucks for longer life and greater : 
ability will also bring savings to your operation. 


Automatic Radiator Shutters, standard on 
all Super Duty models, add considerably to engine 
- Mean less expansion and contraction 
more efficient combustion and better lubrication 


7 Mh Double Tire Life! Under average conditions, 
i (| Ford's truck-type front suspension gives double the 
N\\ \\ front tire life of that obtained with ‘‘soft-type’’ 


independent system used on some 1960 trucks. 


led 
Lowest Prices!* New 1960 Ford %4-tonners are ‘ 
priced from $33 to $181 below those of leading \ 


competitive makes. List prices of Ford Light and 
Medium Duty models are lowest in their class. 


4 Dynamometer Tests of Ford’s submerged 
type electric fuel pump showed no power loss at 
temperatures up to 200° F vs. 9% loss with me- 
chanical fuel pump under the same conditions. 


~\\ Shaker Table Tests pius constant exposure to 
oil, water and heat proved Ford’s 1960 wiring 
harness to be three times longer lived than the 
1959 harness. 


CERTIFIED ECONOMY REPORTS 


Certified results of these and-other tests conducted by 
America’s leading automotive research organization, 
plus a comparison of manufacturers’ suggested list 
prices, are now available at your Ford Dealer’s. Take 
him up on his offer to check the records . . . see and 
drive the new Ford Trucks . . . and you'll save for sure! 


*Based cn latest available manufacturers’ suggested retail prices, including Federal 
excise tax, luding dealer prep ion and conditioning and desti charges 


FORD TRUCKS COST LESS 
LESS TO OWN...LESS TO RUN... BUILT TO LAST LONGER, TOO! 


March, 1960 + NATIONAL PETROLEUM NEWS 








PEERLESS® RUBBER BATTERY SEPARATORS 





U.S.PEERLESS BATTERY SEPARATORS 


These microporous rubber separators outlast all As a result, Peerless guards against premature 
parts of the battery. Peerless protects a battery battery failure, saves you the nuisance of batteries 
against hot weather, enables it to deliver 10% more being returned for adjustment, saves clerical and 


power and 20% more cranking speed in frigid accounting time, increases your profit per unit. 
weather. It gives full protection to the plates. Peerless Separators mean full battery life. 


Mechanical Goods Division 


United States Rubber 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 
Rockefeller Center, New York 20, N.Y. In Canada: Dominion Rubber Company, Ltd. 
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Saunders: From planes to bulk plant 


ALLEN E. SAUNDERS, 46-year-old 
incoming president of Northwest Pe- 
troleum Assn., traded in the glamor 
of plane piloting for the more earthly 
job of oil jobbing in 1946. 

A veteran of close to 50 trips over 
the hump between India and China 
in World War II as a pilot in Army 
Air Corps, Saunders settled in 
Forman, N.D., (population 600) to 
operate his Forman Oil Co., a 
Texaco jobbership. 

Before going into the service, Saun- 
ders had worked for somebody else in 
the oil fields and ship-yards of Cali- 
fornia. After his discharge, he wanted 
to be his own boss. 

“With what money I had and with 
what I could borrow, I bought a bulk 
plant,” he says. Today that plant, 
76,000 gal., serves three stations (one 
owned outright, two dealer accounts), 
70-75 farm accounts, and 100 heat- 
ing-oil accounts. His market extends 
about 25 miles around Forman and 
takes about 400,000 gal. of gasolines, 
heating oil and diesel fuel a year. 

Saunders has a partner, who oper- 
ates a garage and lets Saunders run 
the jobber end. They have four em- 
ployes. 

Although he still holds a commer- 
cial pilot instructor’s license, Saunders 
does little flying these days. “I don’t 
fly as often as I'd like to, even though 
I have the loan of a local plane.” He 
taught the owners how to fly. 

His other hobbies include golfing 
and fishing. His favorite fishing spot 
is around Flin Flon, Manitoba, 
Canada, getting to and from the city 
by private plane. His biggest catch 
has been a 22-lb. northern pike that 
he snagged using a casting rod and 
35-lb.-test nylon line. 

Married before his entry into the 
Air Corps, Saunders is the father of 
three girls. One, 19, goes to college. 
Another graduates from high school 
this year, and the third is a student 
in the fifth grade. 


Other officers of NPA for the com- 
ing year include Craig Shaver of 
Dickey & Shaver, Western Oil jobbers 
in Wayzata, Minn., and Robert Stree- 
ter of 66 Oil Co., Phillips jobber in 
Bismarck, N.D., vice presidents, and 
Ed Kooplin of Kooplin Oil Co., Pure 
jobber in Litchfield, Minn., treasurer. 

New board members include Don 
King of King Oil Co., Park Rapids, 
Minn.; Arvid Johnson of Tinker & 
Johnson, Mora, Minn.; George Abra- 
hamson of Lyon County Oil Co., 
Marshall, Minn.; Lucas Green of Big 
Four Oil Co., Rochester, Minn.; Art 
Bero of Bero Oil Co., Duluth, Minn.; 
Walter Kunz of Kunz Oil Co., Min- 
neapolis; and Bill Eslinger of Eslinger 
Oil Co., Minot, N.D. 


Ferguson: A place in the Sun 


DARWIN W. FERGUSON has gone 
from the Florida sunshine to the wind 
and snow of Canada and a new and 
challenging job. Elected president 
and director of Sun Oil Co. Ltd., he 
succeeds Wilburn T. Askew who re- 
turned to the parent company in 
Philadelphia. Askew continues his as- 
sociation with the Canadian operation 
as a vice president. 

Ferguson is familiar with Canadian 
weather and way of life, having been 
born and raised in Saginaw, Mich. 
Asked about hobbies, the 51-year-old 
replied, “I like to fish and sell oil.” 

Ferguson is now busy house-hunt- 
ing with his wife and two daughters, 
age 13 and 15, and has been amazed 
at the growth of Toronto. A strong 
supporter of Toronto’s budding sub- 
way system, he’s quick to point out 
that it is one of the cleanest in the 
world. 

Ferguson was most recently man- 
ager of Sun’s southeastern sales re- 
gion at Jacksonville, Fla., and before 
that was retail sales manager there. 
Earlier he had held district sales 
manager post at Lansing, Jackson, and 
Hamtramck, Mich., and at Dayton, 
Ohio. 
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Finck: Inside work was out 


PAUL A. FINCK, a young man who 
is handy with decisions, is the new 
president of the Missouri Petroleum 
Assn. 

Finck, 35, is a Shell jobber in 
Union, Mo., as a result of two basic 
decisions: 

e A mechanical engineer, Finck 

decided after 10 months in the power- 
plant design section of McDonnell 
Aircraft Co. that he “didn’t cater to 
inside work too much.” So Finck 
decided to change careers and went 
to Shell in 1947 as an industrial sales- 
man. 
e Next he decided he wanted to 
put down roots. So he resigned as 
a salaried employe in June 1952 and 
became a Shell jobber in Franklin 
County at the age of 27, taking over 
what had been a direct operation with 
a volume of 50,000 to 60,000 gal. a 
month. Finck has built it up to 3.25- 
million gal. a year, 2.25-million gas- 
oline and 1-million heating oil. 

Finck has opened a new station 
every year except 1959. He serves 10 
prime stations, .controlling eight. 

The new MPA president regards 
pricing practices and government 
interference as problems. “The most 
serious problem,” he says, “is that the 
government is getting more and more 
active in business. Taxes are exces- 
sive.” 

What objective does he have for 
the MPA? “If we could work out 
some sensible pricing structure,” says 
Finck, “it would help jobbers. It may 
be hard to do, but I think we should 
keep trying.” 


Blond, friendly and athletic, Finck . 


was an amateur middleweight boxer. 
His career as a Golden Glover was 
interrupted by the Navy. He’s a 


graduate of the University of Kansas.” 


Paul Finck lives in Washington, on 


the Missouri River about 10 miles 


north of Union. He belongs to the 
Chamber of Commerce of both towns, 
is active in the American Legion and 


" 
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Boy Scouts and attends the Emanuel 
Lutheran Church. In 1950 he married 
Sue Carpenter of his home town, St. 
Charles. They have two boys, David 
7 and Ricky 5S. 


The Missouri association also elect- 
ed a new vice president, Ted Bryant, 
Bryant Oil Co. (Sinclair), Carrollton. 
Roy W. Blair, Lincoln Oil Co. (Skelly), 
Troy, was re-elected secretary, and 
John Rupp, John Rupp Oil Co. 
(Apco), Chillicothe, treasurer. Two 
new directors are Larry Hickey, 
Hickey Oil Co. (Phillips), Joplin, and 
Clark Lillis, Certified Oil Co. (Mobil 
and Apco), Kansas City. 


NEWS NOTES 





Otha Hatfield, 

Hatfield - Jackson 

Oil Co., Law- 

rence, is the new 

president of the 

Kansas Oil Men's 

Assn., M. K. 

Grigg, owner of 

the Scott City Oil 

Co., Scott City, is 

the new vice presi- 

dent. Mrs. Elsie 

Martin continues 

as treasurer, and 

C. E. Holmes as executive secretary. 

John O’Donin and R. E. Newton are the 
field representatives. 





for the safest remote pumping... 
specify Red Jacket Safety Check Valves 


Fusible Link 


Shear Point 


on valve w 


Impact Linkage 
reledcas valve otn 
of sepeset 
ess heat 
hear point 


Air Test Port 


Spring Loaded 
Valve Arm 


Available with Built-in Leak Detector 


The safety features of this new Safety Check 
Valve with optional Built-in Leak Detector 
make it another Red Jacket remote pumping 
first. Ingtalled in the base of a dispenser, it 
protects the remote pumping system against 
damagé from impact to the dispenser or danger- 
ous heat. It’s designed to meet strictest local 
regulations. When equipped with the optional 
built-in leak detector, it will warn attendants 
of a leak in the system—one safety check valve 


Safety Valve 


can be supplied without leak 
detector. 
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with leak detector can protect an entire remote 
system against loss of valuable petroleum prod- 
ucts. Get complete information today. 


3 
RED JACKET 4 


RED JACKET MANUFACTURING COMPANY 
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Hartley Stewart 

The new head man of marketing for 
Union Oil Co. of California is Fred L. 
Hartley, formerly director of research 
who was recently named senior vice 
president and a director. He assumes 
executive responsibility for all market- 
ing operations. 

Arthur C. Stewart, who formerly su- 
pervised marketing, is now responsible 
for research, purchasing and the medi- 
cal department. The director of re- 
search, Dr. W. E. Bradley, reports to 
him. 

Hartley, 43, was born in Vancouver, 
B. C., and is now a naturalized citizen. 
He joined Union in 1939 as an en- 
gineering trainee and in 1942 became 
manufacturing process supervisor. Eight 
years later he was named general super- 
intendent at the Los Angeles refinery. 
Hartley transferred to the research de- 
partment in 1953 and was appointed 
general manager in two years. He was 
elected a vice president in 1956. 

P C. Haines Fin- 
nell, formerly 
manager of retail 
marketing, is now 
director of mar- 
keting in charge 
of retail and com- 
mercial Opera- 

tions. He joined 
Union in 1947 as 
; 4 manager of public 
! relations and ad- 
“ vertising, and be- 
Finnell came manager of 
eastern continental sales seven years 
later. After three years, he switched 
back to public relations and advertising, 
then switched again in late 1958 when 
he became manager of retail marketing. 

With the announced changes, F. K. 
(Cad) Cadwell becomes director of ex- 
port and refinery bulk sales. His duties 
are the same as they were under his 
old title, general sales manager of ex- 
port and refinery sales. 

W. L. Spencer, formerly general sales 
manager, direct sales, becomes general 
manager of national and special ac- 
counts, which puts him in charge of 
aviation, railroad and domestic shipping 
accounts, reporting to Finnell. 

Jerry Luboviski, formerly director of 
advertising and public relations, becomes 
director of advertising and sales promo- 
tion, now part of the marketing depart- 
ment instead of being a separate depart- 
ment. Public-telations director is Earl 
M. Welty, who also takes on responsi- 

(Continued on page 189) 
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NINE FULLY EQUIPPED J&L CONTAINER DIVISION PLANTS OFFER YOU: 


"10 -THE- 


MINUTE” 


delivery to every petroleum packaging 
plant in the country! | 


“To-the-minute” delivery of dependable J&L drums 
and pails for petroleum products is possible because 
of the strategic location of these nine completely 
equipped J&L container plants. 

Proof? Seven of these nine Jones & Laughlin plants 
are located in the four major consumption areas for 
lubricating and grease products. 


Every year, more of the major petroleum producers 
are turning to J&L for “to-the-minute” delivery of 
controlled quality containers. 

Call your nearby Jones & Laughlin Container Di- 
vision representative for your next order. Or write to 
the J&L Container Division for the location of your 
nearest source of supply. 


Jl Jones & Laughlin Steel Corporation 


CONTAINER DIVISION 


3 Gateway Center, Pittsburgh 30, Pennsylvania 


ATLANTA 1, GEORGIA 

1280 Chattahoochee Avenue, N.W. 
P.O. Box 1452—SY 4-8251 
BAYONNE, NEW JERSEY 
Constable Hook Road 

P.O. Box 107—HE 6-9100 
CLEVELAND 5, OHIO 


8806 Crane Avenue 
MI 1-2000 


FA 1-1212 
EX 4-4091 
BY TRUCK —when truck delivery is most convenient, 


“to-the-minute”’ service by truck line is assured, 


KANSAS CITY 15, KANSAS 


Funston and Chrysler Roads 


LANCASTER, PENNSYLVANIA 


Manheim Pike and Steel Way 


NEW ORLEANS 21, LOUISIANA 


P. O. Box 10056, Jefferson Branch 
5008 Jefferson Highway—VE 3-6352 


PHILADELPHIA 37, PENNSYLVANIA 
3711 Sepviva Street 

JE 5-3100 

PORT ARTHUR, TEXAS 

Sabine Highway, P.O. Box 31 

YU 5-5567-68 

TOLEDO 1, OHIO 


City Park and Hamilton Street 
CH 1-6241 


BY RAIL—Jat plants are located near major rail centers 
for fast, dependable delivery to your operations. 
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bility for institutional advertising and 
governmental relations. 
‘ Union also announces changes in the 
field organization, with seven division 
sales managers, four less than formerly. 
They are: 

W. I. Martin, northwest 
headquartered in Seattle. 

J. E. McCaffrey, Oregon division, 
headquartered in Portland. 

J. Grunewald, California north 
coastal division, headquartered in San 
Francisco. 

Ww. M. McClure, California central 
division, headquartered in Sacramento. 

E. Kendall Jr., California south 
coastal division, headquartered in Los 
Angeles. 

R. Brenchley, southwest-mountain di- 
vision, headquartered in Phoenix. 

R. H. Rath, Hawaii division, head- 
quartered in Honolulu. 

(For more on Union's reorganization, 
see p 26.) 


division, 


* 

John C. Len- 

ning, Petroleum 

Products Corp., 

Amoco jobber 

in Greenwood, 

moves up from 

vice president to 

president of the 

South Carolina 

Oil Jobbers Assn.. 

now __ celebrating 

its 25th anniver- 

sary. T. H. Albe- 

nesius Jr., Coastal 

Terminals Inc., Charleston, treasurer 

last year, was elected vice president. 

Thomas R, Jackson, Anderson Oil Co., 
Williston, was elected treasurer. 

New directors are: Van Noy Thorn- 
hill, Charleston Oil Co., Charleston: 
A. Richy Ramseur, Ramseur Oil Co., 
Anderson; F. C. McMaster, Winnsboro 
Petroleum Co., Winnsboro, and R. E. 
Atkinson Jr., Dilmar Oil Co., Latta. 


Three key changes in Gulf Oil’s New 
York division and one at Philadelphia 
have taken place, resulting in the de- 
parture of three 30-year men. 


James B. Kelley, general manager of 
the Philadelphia sales division, trans- 
fers to New York as division general 
manager, succeeding Wenley D. Nelson. 

It’s the second time Kelley follows 
Nelson. In January 1959, when Nelson 
moved to New York, Kelley, then di- 
vision manager of retail and jobber 
sales, replaced him at Philadelphia. 
Nelson had been with Gulf 31 years 
in a variety of marketing positions and 
had been general manager at Philadel- 
phia for four years before moving to 
New York. Although Nelson intends to 
remain active in the industry, his future 
plans are indefinite now. 


Robert B. Phillips returns to New 
York as division manager, retail and 
jobber sales. He’s been in Pittsburgh 
since early fall as director, plans and 
programming, marketing coordination, 
but was in New York as manager of 
cost control and budgets before that. 





Phillips succeeds L. S. (Les) Auerbach. 
In announcing his resignation as chair- 
man of the New York State Petroleum 
Council (see below), Auerbach ex- 
plained he had accepted early retire- 
ment after 30 years with Gulf. He hopes 
to remain in oil marketing, however, 
and is looking for a new connection. 
Auerbach was manager of Gulf’s Cleve- 
land district for 18 years before trans- 
ferring to Chicago as division manager, 
retail and jobber sales, in December 
1954. when the Chicago office was 
opened. He moved to New York in 
mid 1957. 


H. P. W. Christiansen succeeds Phil- 
lips in Pittsburgh. He started with Gulf 
in 1938 as a salesman in Boston and 
later served as district manager at Con- 
cord, N. H., and at St. Louis. He was 
most recently in the standards and per- 
formance evaluation section of market- 
ing coordination. 


Charles K. McCully becomes dis- 
trict sales manager for New York City, 
with headquarters at Flushing. Formerly 
Connecticut district manager, he suc- 
ceeds Edward W. Light, who has left 
the company after a little over 30 years. 
Light was district manager in Albany 
for 16 years before he moved to Flush- 
ing two years ago. Light, like Nelson 
and Auerbach, plans to continue in 
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business, but has not made definite 


plans yet. 


At Philadelphia, E. L. (Pat) Hemming 
succeeds Kelley as division general man- 
ager. He’s been coordinator, retail and 
jobber sales, at Gulf's general office for 
the past four years. 

e 

L. S. (Les) Auer- 
bach, recently re- 
tired from Gulf 
Oil Corp. (see 
above) has re- 
signed as chair- 
man of the New 
York State Petro- 

leum Council. 
Ralph F. Glock, 
vice president of 
Richfield Oil Corp. 
of New York, 
Auerbach moves up from 
vice chairman to succeed him. John C. 
Weidman, Sun Oil Co., succeeds Glock. 


~ 
Bill B. Murray has joined Wilshire 
Oil Co. of California as manager of 
operations. For the past ten years, he’s 
been with Continental Oil Co. in Hous- 
ton, and most recently held the post of 
coordinating engineer in the marketing 
department. Murray succeeds S. O. Ever- 
ley, who is now in the real-estate busi- 

ness in Los Angeles. 
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maximum dial capacity. 





LTP SALE tor GIANT 


APPLICATIONS as a 


@ Indicates direct loads up to 200,000 Ibs. 
@ Engineered and built for long service-life. 
@ Over 110 Models in the complete line. 
@ Capacities 0-500 Ibs. to 0-200,000 Ibs. 
@ Easy-to-Read dials available in 3 sizes. 


Hydroscales are ideal for use as Dynamometers in measuring Drawbar 
Pull, Cable and Powerline construction, Pipeline laying, Bridge Construction 
and wherever contractors need to accurately measure tension or weight. 
Hydroscales are used throughout the world for such applications as:— 
@ Pipe Coating @ Pipeline Laying @ Measuring Suspension Bridge 
Strain @ Equalizing Guy-Wire Tension @ Cable Anchoring Devices 
@ Traction Testing @ Torque Testing @ For Use As a Hanging Scale for 
Weighing, check weighing and Inventory Material Weighing @ Protecting 


HYDROSCALES Guaranteed—They are guaranteed to be free of defects 
in workmanship and materials, and to be accurate to ¥ of 1% of the 


“The world’s largest producer of crane scales”’ 


HYDROWAY SCALES, INC. 


31322 STEPHENSON HIGHWAY 


Hydroscale 
attached to 
hold back 
winch used on 
dynamometer 
application in 
pipeline laying 


@® ROYAL OAK, MICHIGAN 
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“NEWTYPE” 


TANK CAR— 
TANK TRUCK 
UNLOADING HOSE 


Ligldiveight ... FOR EASY HANDLING 
Kiukporoof, ... FOR FULL, FAST FLOW 


Doral ... FOR LONG SERVICE LIFE 


For important savings in handling gasoline from tank car or truck, 
be sure the hose you buy is “NEWTYPE”. 

Full inside diameter, even on sharpest bends. 

Highest resistance to wear and weather. 

Yellow spiral stripe for easy identification. 

Sizes 1%" to 4" |.D., in maximum lengths of 50 feet. 


"If it’s GOODALL, it Must be GOOD!” 


Goodall Rubber Company Date. 
Whitehead Road, Trenton 4, N. J. 


Gentlemen: 
C) Send “NEWTYPE” Catalog and Prices 0 Have your representative call 
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} HOSE + BELTING - FOOTWEAR + CLOTHING 
AND OTHER INDUSTRIAL RUBBER PRODUCTS 


GENERAL OFFICES, MILLS and EXPORT DIVISION, TRENTON, N. J. 


BRANCHES AND DISTRIBUTORS THROUGHOUT THE UNITED STATES. 
IN CANADA: GOODALL RUBBER CO. OF CANADA LTD., TORONTO. 





New Presidents: 


Sim 


Baskett Colegrove 


Rexford S. Blazer, chairman of the 
board at Ashland Oil & Refining Co., 
has given up the presidency of two 
affiliates. 

William D. Baskett Jr. takes over at 
Frontier Oil Refining Co., Buffalo, N. Y. 
Born in Fayette, Mo., he joined Allied 
Oil Co. in 1942 and became executive 
assistant six years later when Allied 
merged with Ashland. He assumed sim- 
ilar duties at Frontier in 1951 and was 
named executive vice president the fol- 
lowing year. 

Even with three children, the oldest a 
junior at Harvard, he still finds time 
for the Buffalo Chamber of Commerce 
and a trusteeship of the Petroleum Edu- 
cation Foundation of New York, as well 
as social and church activities. 

Frank C. Colegrove takes over the 
presidency at Allied. Executive vice 
president since 1952, he joined the com- 
pany in 1944 as manager of supply. 
Before that he was with Western Oil & 
Fuel Co. for four years and with Re- 
public Oil Refining Co. prior to that. 

Colegrove is a past president of the 
Cleveland Petroleum Club, chairman of 
the Community Fund Drive, member 
of the API fuel-oil committee and a 
trustee of the National Petroleum Assn. 

Born in Portsmouth, Ohio, he and 
his wife have one daughter, Marjorie, 
who is attending DePauw University. 

Ashland also announces that Earl W. 
Weaver is manager of branded market- 
ing, a new position developed in con- 
junction with the unification program 
that’s bringing Aetna and Frontier un- 
der the Ashland brand. He will also 
direct domestic and foreign sales of 
Valvoline. Weaver joined Ashland in 
1943 and was most recently executive as- 
sistant. 

John G. Clymer has been elected a vice 
president of Allied. Manager of supply, 
he will continue in that position while 
accepting additional management respon- 
sibilities. 

* 


Jack Minner, manager of Shell Oil’s 
fuel-oil department, has been elected 
chairman of National Fuel Oil Council 
for the new year. Minner succeeds Dave 
Barrett of Esso Standard Oil Co. Bill 
Kenny, president of Meenan Oil Co., 
New York City, was named vice chair- 
man. 

New members on the board, named 
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to represent new refiners who have 
joined the National Fuel Oil Council, 
are: Robert L. Berry, of Delhi-Taylor 
Oil Co.; A. V. Fraser, of Standard Oil 
(Ind.); Vincent L. Verdiani, of Sun Oil 
Co.; and D. E. Hoffman, of Tidewater 
Oil Co. 

Other new board members are P. A. 
Peterson, replacing R. S. Blout, both of 
Cities Service; and C. R. Romer of Sin- 
clair Refining Co., succeeding Clarence 
M. Blickensderfer, now retired from 
Sinclair Refining. 

® 


Bill J. Bursaw, 
treasurer and gen- 
eral manager of 
Bursaw Oil Co., 
Esso gasoline and 
heating-oil jobber 
in Salem, Mass., 
is the new presi- 
dent of Independ- 
ent Oil Men’s 
Assn. of New 
England. He suc- 
ceeds Bob Faw- 
cett of Robert 

Fawcett & Son Co., Tidewater jobbers in 
Cambridge. 
Elected vice presidents were Arthur 


J. DeBlois of DeBlois Oil Co., 
tucket, R. L; Richard L. Gardner of 
General Heat & Appliance Co., Boston; 
Arthur R. Sandri of A. R. Sandri Inc., 
Greenfield; James W. Scanlan of Pen- 
sylvania Oil Co., Sommerville; and 
Thomas J. Scott of Buckley & Scott, 
Watertown. 

Dudley F. Blanchard of Wyatt Inc., 
New Haven, Conn., was elected treas- 
urer, and Alvin O. Bicknell of Alvin 
Hollis Co., S. Weymouth, was elected 
secretary. 

e 


George L. Hay- 

don, Haydon Oil 

Co., Springfield, 

moves up from 

vice president to 

president of the 

Kentucky _ Petro- 

leum Marketers 

Assn. An Ashland 

jobber now, he 

started in the oil 

business in 1926 

as his father’s 

partner. He’s also 

president of Sure Flame Bottle Gas Co. 
and of Peoples Bank of Springfield. 
The association also advanced State 
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Sen. James R. Hamilton, Hamilton Oil 
Co., Georgetown, from second to first 
vice president and elected Mel Brown- 
ing, Browning Oil Co., Bowling Green, 
second vice president. 

J. Heber Lewis, Texaco jobber in 
Burnside, was elected chairman of the 
executive committee of the jobbers divi- 
sion, and John R. Richey, Shell jobber 
in Glasgow, was elected vice chairman. 

e 

Preston G. 
Drew was named 
sales assistant to 
the vice president 
of Shell Oil Co.’s 
West Coast mar- 
keting divisions, 
responsible for 
wholesale sales 
activities in the 
six western divi- 
sions. He  suc- 
ceeds C. B. Mac- 
Glashan, who 

retired (Jan. p190). 

Drew joined Shell in 1928 and spent 
20 years on the West Coast in sales 
positions before moving east to the Bos- 
ton division in 1949 as sales manager. 

(Continued on next page) 











How to size, install, and service 
— residential and commercial 
AIR CONDITIONERS 


Rit 


Mea 


Oo 


328 illustrations 
$9.00 


COVERS THESE 
TOPICS— 


—the refrigeration 
cycle 
—direct - expansion 
8 


system 

—indirect - cooling 
systems 

—window and con- 
so.e type units 

—air - diffusion 
equipment 

—duct systems 

—controls and con- 
trol systems 

—balancing the 
cooling system 

—electrical system 
trouble - shooting 


—installing the 
ee eed valve 

—re ng or 
placing the her- 
metic unit 


AND MUCH 
MORE! 
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Here is a practical guide on modern air conditioning 
systems, bringing you essential information on sizing, 
determining capacity and cooling load, installation, 
servicing, and selecting types of equipment. From basic 
theory of refrigeration to modern advances in absorption 
cooling, air-cooled condensers, water towers, and com- 
pressor and component servicing, here is _— the hel 

you need for any job on residential and commerci 

air conditioning. 


Residential and Commercial 
AIR CONDITIONING 


By Charles Burkhardt 


National Secretary, Distribution Division 
Oil Heat Insticute of America 
An especially useful section of the book is devoted 
to trouble-shooting and service procedures, with hun- 
dreds of easy-to-follow charts, diagrams, and illustra- 
tions on the servicing idential and commercial 
systems, as well as of unit components. 


EXAMINE A COPY 10 DAYS’ FREE 


MoO RAW WILL BOOK CO.. Ine., Dept. NP-3 

327 W. 41 St, New York 36, N.Y. 

Send pe Burkhardt’s Residential and Commercial Air Con- 

ditioning for 10 days’ examination on al. In 10 

days, I will remit $9.00, plus few cents for delivery costs, 
im book postpaid. (We pay delivery cost if you 

temit with this coupon; same return privilege.) 





For price and terms egpite U.s. 
write McGraw-Hill Int’l., N.Y.C. 
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Thirty years ago, Louis H. Margow, President of Marmac Oil and 
Supply Co., discovered the world’s richest, most complete motor oil— 
Pennzoil. And Pennzoil’s outstanding quality and top dealer accept- 
ance have kept this Pennzoil jobber out in front in sales and profit, 


year after year. 


Pennzoil motor oils and lubricants give Mr. Margow these selling 


advantages: nationwide product acceptance; 
plans and dealer programs; and outstanding 


Pennzoil cooperative 
service aids, like the 


exclusive Pennzoil Kontax System. Backed by Pennzoil’s 35 years of 


top merchandising and advertising experience. 
You may be one of the few distributors or 
jobbers who meet the high requirements 
for a valuable Pennzoil franchise. For in- 
formation about possible openings in your 
area, WRITE TO: Pennzoil, Oil City, Pa. 


Member Penn. Grade Crude Oil Assn. 
Permit No. 2, Oil City, Pa. 


Sete Lubricatio® 





About Oil People 





He moved to New York in 1955 as 
assistant sales manager, home office, and 
two years later became special assistant 
to the manager, head office marketing 
departments. Back to the West Coast 
in 1958 on special assignment, he was 
named manager of the Portland division 
in October of the same year. 

Shell also announces that F. W. 
Spooner, assistant to the manager of 
national sales since 1957, moves up to 
manage the department, succeeding 
A. A. MackKrille, who retired after 29 
years with the company. MacKrille is 
now a vice president with F. B. Turck 
and Co., consulting engineers, New York. 

@ 

Ohio Oil Co.’s general sales division 
has been reorganized into three depart- 
ments—Marathon branded sales, refinery 
sales, and commercial and _ special- 


products sales. 


E. J. McGarvey heads the branded 
sales department, responsible for all 
Marathon direct and jobbers sales. He 
was formerly assistant sales manager, 
direct marketing. 

William T. Kirkbride takes over the 
refinery sales department, responsible 
for sales to refiners, brokers and other 
wholesale accounts. He was formerly 
assistant manager, jobber marketing. As- 
sisting him is R. J. Powell, formerly 
assistant manager of the refinery sales 
department. 


A. D. Lodge manages the third new 
department, commercial and _ special 
products, responsible for sales to na- 
tional consumer accounts, sales of spe- 
cial products and the technical services 
function. He was formerly supervisor 





High Quality Meter 


for consumer products 
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The tax man and plain good business 
practice are making meters essential 
on consumer equipment. The Tok- 
heim Series 697 meter is designed to 
fill.this need. Of moderate cost, it is 
nevertheless of high quality; accurate 


Write for Literature 


General Products Division 





TOKHEIM 
SERIES 697 


For use with... 


e Portable Electric Pumps 
e Hand Pumps 
e Electric Cabinet Pumps 
e Gasoline-Powered Pumps 


e Gravity Tanks 


up to 15 gallons per minute, and 
capable of measuring 1,000,000 gal- 
lons of fuel. It will operate on ’most 
any type of consumer dispenser. In- 
cludes register and totalizer. Labeled 
by Underwriters’ Laboratories. 


SYMBOL OF EXCELLENCE 


TOKHEIM CORPORATION 


1650 Wabash Ave. 


Fort Wayne 1, Indiana 





Subsidiaries: GenPro inc., Shelbyville, Indiana; Tokheim of Canada, Ltd. 
Toronto, Ontario; Tokheim international, A. G., Lucerne, Switzerland 
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of the technical services department. 

I. W. Lloyd, sales manager of the for- 

mer asphalt department, is assistant 
manager of the new department. 

° 

James C,. Tilley 

was named man- 

ager of Sun Oil 

Co.’s southeastern 

sales region, em- 

bracing Florida 

and southern 

Georgia. _Assist- 

ant manager of 

the New York 

sales region since 

1955, he succeeds 

Darwin W. Fer- 

Tilley guson, now presi- 

dent of Sun Oil Co. Ltd. (see p 185). 

Tilley will be succeeded in New York 

by William H. Van Scoyoc, formerly 

regional manager, retail sales. 

Also in New York, Philip T. Ernst, 
becomes manager, distributor sales. Man- 
ager of the Oceanside, N. Y., district 
for 15 years, he’s succeeded there by 
Ernest R. Johnson, formerly manager at 
South Amboy, N. J. E. Thomas Lillard, 
Newark, N. J., manager follows Johnson. 

In the Albany sales district, Otto P. 
Gans succeeds Richard G. Lloyd, on 
leave of absence due to illness. His 
position as Rochester district manager 
will be filled by Rudolph G. Ernst, 
motor products manager, Long Island 
City. 

Sun also announced the opening of 
a new sales district at Owosso, Mich., 
with Paul E. Stoll as manager. He’s 
been manager of the Jackson, Mich. 
district since 1950. 

e 


Deaths ... 


James L. Countryman, president of 
Countryman Oil Co., Indiana Standard 
distributorship in Tulsa, Okla., died in 
his home on Jan. 24 from a self-in- 
flicted gunshot wound. 

Recently he had been nervous 
and depressed, especially about his health. 
Three years ago, he was concerned about 
a possible throat malignancy, and there 
was some indication that he had recently 
been told he had cancer. 

Former president of the Oklahoma 
Oil Jobbers Assn., Countryman had 
been a dynamic leader in trying to 
organize a tightly knit association. He 
had also advocated taking in commission 
agents to bolster membership. 

Countryman was a great believer in 
jobber independence, but felt independ- 
ence is justified only for jobbers who 
give suppliers the representation they 
deserve. His own operation was a 
model of efficiency. Asked about dual 
brands for jobbers, he commented, 
“Handling two brands is like trying to 
keep two wives happy. There’s no fu- 
ture in it.” 
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“Each month, many 
of us in this room 
receive, by United 
States mail, a thick 
814 by Il magazine 
whose cover is em- 
blazoned with the 
slanted letters NPN, 
and the words The 
Magazine of Oil 
Marketing. 

“And that's just 
what it is—a magazine 
which has become the 
leader in the oil 
marketing publication 


Because it covers all 
topics of interest to 
the petroleum whole- 
saler and retailer. 
And not the least of 
these is the service 
station, its operation 
and its profit poten- 
tial.” 


Harry J. Cool, 


President, 

Empire State 
Petroleum Association, 
Saranac Inn, 
September 22, 1959. 
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SEARCHLIGHT SECTION 


EMPLOYMENT 


BUSINESS: OPPORTUNITIES’ EQUIPMENT 


individual Spaces with border rules for prominent 
display of advertisements. 

The advertising rate is $17.75 per inch for all 
advertising appearing om other than 4 contract 
basis. Contract rate quoted on request. 
Employment hen gr nn gaa per inch, sub- 
ject to Agency Commiss 


An advertising inch is ae %” vatetastiy on 
one column, 3 columns—30 inches—to a 





USED OR RESALE 


DISPLAYED ———RATES——— UNDISPLAYED 


$1.80 per line, minimum 3 lines. To Some advance 
payment count 5 average words as @ 

Positions Wanted take one-half of above = 

Box ee York. Chicago & 
San Francisco offices one additional line 

ry of 10% if full “pavment is made in advance 
for 4 consecutive insecti 


Send NEW Ae or pre i 
Advertisin, ivision NATIONAL Satis! 
LEUM N. £ "P.O. Box 12, New York 36. 





ADDRESS BOX NO. REPLIES TO: Box No. 
Classified Adv. Div. of this publication. 
Send to 7, nearest you 
NEW YORK 36: P. 0. BOX 12 
CHICAGO 11: 520 N. Michigan Ave. 
SAN FRANCISCO 4: 68 Post St. 


SELLING. OPPORTUNITIES AVAILABLE _ 








Wanted: Manufacturer's representative for old 
established line of lighting equipment, products 
sold to major oil companies, equipment jobbers, 
and independent oil companies. RW-3795, Nation- 
al Petroleum News. 


Fast growing New ‘iinet Cina needs repre- 
sentative to handle quality line Bronze Valves 
attractively priced to sell. Must have contacts 
with Petroleum Handling Equipment Distribu- 
tors, Original Equipment Manufacturers or other 
volume valve buyers. Liberal commission arrange- 
ment for right man. Barea International, Inc., 
308 Springfield Ave., Berkeley Heights, N.J. 
CRestview 17-3399. 


_ POSITIONS WANTED 


Sales and Operations Manager, College Grad, 
desires contact with strong progressive jobber. 
Ten years experience with major in all phases of 
Retail Marketing, Operations, Real Estate, Cred- 
it, Office Management, Maintenance. Outstanding 
record, excellent references. PW-2887, National 
Petroleum News. 


_ BUSINESS OPPORTUNITY 
Bulk Oil Plants, Propane Gas Plants—Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne- 
apolis 3, Minnesota, 





BOR SALE 





STEEL STORAGE TANKS 


Railroad Tank Car Tanks 


6,500 to Pa Gal. Cap. 
‘Coiled and Non-Coiled 
Teovlgs — Sater -s.Ghenper 

eavier — 
Other Tanks Too 
Also — C te Tank Cars 
“— and 10,000 Gal. Cap. 
Your Inquirie: s Solicited 


MARSHALL RAILWAY 
see tir saat 


v 











2 LARGE FRAM LIQUID 
FILTER SEPARATORS 


Gov't Surplus—new in original crates! 


Both are equipped with inlet valves, 
etc. Both are skid mounted. Hydro-test dro-test 200, 
working press—150. Flow rate 300 G.P.M. 
Model FCS—911—191A. 


Call, wire or write, 


$ more details avail- 
45 fe marl able if you desire. 
$1150—Today’s Cost each 


FULTON EQUIPMENT Co. 


2235 Stewart Ave., S. W. 
Atlanta 15, Ga. PO. 7-8606 





ee-2 compartment tank—2_ inch 
Mowe tric hose reel. A-1 condition—Ready 
to go. Mounted on 1949 Ford. Call AV 1-6300 Este 
Oils Co., §556 Vine St., Cincinnati 17, Ohio. 








WANTED: USED GREASE MAKING KITTLE 


2000 TO 4000 POUND CAPACITY OR OTHER EQUIPMENT 
TO MAKE SODIUM WHEEL BEARING GREASE AND FILL 
ONE POUND CANS. 


W-3102 NATIONAL PETROLEUM NEWS 
520 N. MICHIGAN AVE., CHICAGO 11, ILL. 








TANK WAGONS FOR SALE 
1948 Autocar, 2000 Galleon Tank, Smith Ticket 
paar ay Elec, Reel, Good Operating Condition, 
1947 international, 1000 GALLON TANK, NEPTUNE 
Tieket Printer, ELEC. L 1] AND 
EQUIP. NEW a REBUILT WITHIN LAST TWO 
YEARS. $1295. 

"HAND OIL COMPANY 

5 South Erie Bivd., Hamilton, Ohio 











Put Yourself in the Other Fellow's Place 


TO EMPLOYERS — 10 EMPLOYEES 


Letters written offering Employment or applying 
for same are written with the hope of satisfying 
a current need. An answer, regardless of whether 
it is favorable or not, is usually expected. 

Mr. Employer, won't you remove the mystery about 
the status of an employee's application by acknowl- 
edging all applicants and not just the promising 
candidates ? 

Mr. Employee you, too, can help by acknowledging 
applications and job offers. This would encourage 
more companies to answer position wanted ads in 
this section. 

We make this suggestion in a _—— ae netotel 
cooperation between employers and emp! 

This section will be the more borg re “a as 
a result of this consideration 


Classified Advertising Division 
McGRAW-HILL PUBLISHING CO., INC. 
330 West 42nd St., New York 36, N. Y. 











BUDGET PAYMENT PLAN 
A complete budget plan for your fuel oil 
customers: tailored to your needs. All forms 
imprinted with your name and address. For 
free samples, write: 
CALCULATORS 
P.O. Box 1054 Mansfield, Ohio 











PROFESSIONAL 
SERVICES 




















PROPANE GAS PLANTS 
ANHYDROUS AMMONIA PLANTS 
Designed and Installed 


PEACOCK CORPORATION 
Box 268, Westfield, N. J. 
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“Well, keep looking. Operations says he 
was a small man carrying a T-square.” 














ONE OF 
THOSE DAYS 





“Hello, Fred’s Service? What are 
you charging for an oil change?” “No, 29.50 is the size, 
750.14 is the prive.” 








“...then put the front tire on the left 


P P “Say, there’s a new type of bar in the candy machine.” 
rear rim, and the right rear on the...” 7 ype of J 


“You...ran...out...of...IGNITION WIRE?” 
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This hose can’t be crushed, 
always springs back into shape 


Flexible B.F.Goodrich hose often outlasts ordinary hose 2 to 1 


HAT light, flexible B.F.Goodrich 

hose won't crush or flatten out 
even after being run over or squeezed 
against the island. It immediately 
springs back to its full round shape, 
doesn’t have to be pounded back into 
shape. Because of its flexibility this 
hose outlasts ordinary hose, often as 
much as 2 to 1. 

This pump hose, called 72-A, is 
especially designed for retractable 
bahleteoe pumps. Internal spring 


guards at both ends of the hose pre- 
vent kinking in the coupling area. 

Its thick, tough cover is built for 
rough use. Scraping over concrete or 
pulling around sharp corners won't 
hurt it. It can stand in gasoline, oil or 
grease without damage. There is no 
danger of cracking or checking from hot 
sunlight. The smooth, black surface is 
easy to clean, does not mar car finishes. 

A special rubber compound makes 
this hose completely gasoline-proof, 


eliminates swelling and flaking. Flexi- 
ble, stranded wire built into the hose 
and fastened to the couplings serves 
as a static ground. The hose comes 
with one-time orreattachable couplings. 

All these improvements add up to 
a better pump hose for faster service, 
lower operating costs. B.F.Goodrich 
has made similar improvements in oil 
hose, tank hose, barge loading hose and 
fittings. Let your local B.F.Goodrich 
pie: chan tell you about them. B.F. 
Goodrich Industrial Products Company, 
Dept. M-805, Akron 18, Obio. 


B.E Goodrich gas pump hose 
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GASOLINE PUMPS 
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SMITH-ERIE..a measure of this success: 
Jobber credits continuing expansion 
to streamlining of delivery operation— 


meter systems on rack and truck 
= Pw ee am A oe 


jy. *\ 
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RACK AND ROLL — Drew's four trucks for each grade. Meters have individual 

move in and out quickly for loading. ticket printers. Drew reports little or 

, Rack has 3-in. AS-35 meter for No. 2 no maintenance on his T-6 truck meters, 

0g fuel oil and 2-in. T-10 meter for No. 1 although two have been in operation 
ee with separate pumps and loading arms for nine years, 





Dan Drew Oil Company of Waukegan, Illinois, delivered 125,000 
gallons of fuel oil in 1950. Now, only ten years later, this Phillips 66 
jobber expects to move 1,700,000 gallons — a tremendous increase 
that Drew attributes to streamlining of his bulk plant operation. 
Drew formerly picked up loads from a central terminal. Lack of 
meters made it necessary to load and measure trucks by markers — Through an | heme im 


a time-consuming method that depended upon an empty truck tank 
to get an exact accounting. Now, with his own Smith-Erie metered 
bulk plant, Drew cuts loading time well over half. Result? More 


delivery time and an increased customer list. 


This success story points out the advantages of Smith-Erie meter eae ae 5 “Divbion 


systems on relatively small operations. Contact your Smith-Erie 
meter representative for particulars. 


Factory: 1602 Wagner Avenue, Erie, Pennsylvania, Offices: Atlanta 5, Georgia; Chicago 3, I\linois; Houston 2, Texas; Los Angeles 17, California; New York 17, New York; 
Oakland 21, California; Tulsa, Oklahoma. Canada: Toronto 12; Vancouver 1. A. 0. Smith INTERNATIONAL S. A., Milwaukee 1, Wisconsin, U. S. A. 








